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Style Gaiters—Fur trimmed or plain; snap 
or slide fastener; satin, suede, or leather- 
grain finish; made over lasts that fit beau- 
tifully. 


Childhood memories. Little red gaiters or red top 
boots for Christmas. The BALL-BAND Red 
Strand Gaiter above is an outstanding favorite. 
Also available in black, brown, blue, and white. 


BALL-BAND 
por all the pamily 


® You can make warm friends of young and old by dis- 
playing and selling BALL-BAND style and comfort. The pe BL a ne 
BALL-BAND Line is full of profit-building items which will ee. a ove 
appeal to every member of the family. The good reputa- 
tion and the intensive advertising of the Red Ball trade- 
mark give further selling advantages to BALL-BAND 


Merchants. 


* In both profit-dollars and customer good-will it pays 
to sell this better footwear. Plan for bigger business with 
BALL-BAND. Write now for catalog, or salesman to call 
with samples. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 


280 Water Street, Mishawaka, Indiana 
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HARRIET ELLIOTT, of the Na- 


tional Defense Advisory Commis- 
sion, says 

“When I am asked by the many 
organizations and individuals who 
come to me or write daily “What 
can we do for defense?’ I have one 


answer always ready. To every 
organization which is doing a job 
that contributes to the well-being 
of our people, the soundness of our 
economy, and the effectiveness of 
our democracy, I can say, “The first 
and most important thing which 
you can do for defense is to go on 
with what you are doing—only do 
it better than ever before.’ ” 


A MICHIGAN merchant tells us: 
“Just got through reading the edi- 
torial: ‘Giving Credit to Sales- 
Minded Credit Men’ (for the fourth 
time). ‘Character is the first requi- 
site when considering credit, man- 
agement and capital follow.’ The 
above sentence sums up the whole 


subject in a nutshell. Sales-minded 
credit men who visit their custom- 
ers can accomplish wonders to 
improve their customers’ ‘economic 
literacy’ but the shoe traveler who 
comes in constant contact with his 
customer can do even more by cut- 
ting down his firm’s risks to a 
minimum. This he can best accom- 
plish if he, the traveler, understands 
retailing from both a manufactur- 
er’s and retailer’s point of view. 

“The hazards of business are 
tremendous. Out of every hundred 
persons who start in business only 
four reach the age of twenty-five 
years. The other ninety-six fall by 
the wayside. 
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“If the manufacturers would pay 
as much attention to the resale of 
their products as they do to the 
selling of their customers, business 
risks and failures would be brought 
down to a minimum and many a 
credit man would be spared the 
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heartaches and sleepless nights that 
have been a part and parcel of his 
job.” 

* i. * 
THE Selective Service Act will 
need very few men in the first quota 
because the boys are volunteering 


with amazing haste and interest. For 
instance, the city of Washington has 
a thousand volunteers as against an 
initial quota of 51. Evidently, the 
young men feel that this Call to 
Arms is more than just a duty. It 
is an adventure, with Uncle Sam 
paying the bills. Officials say that 
many young men, now jobless, are 
rushing to volunteer before Winter 
comes because the pay is equivalent 
to about $1,800 a year in civilian 
life and far in excess of the average 
income of the men in their early 
twenties. When you take into con- 
sideration the fact that the young 
man has no outlay for clothes, for 
shelter, for food and his monthly 
pay is clear “velvet,” you can get 

















a true picture of “the current rush 
to get into uniform.” Now draft 
headquarters are getting a little 
choosy for they say that men needed 
on farms and industry will not be 
accepted for training. 


A. B. COHEN of the United States . 


Shoe Corporation, Cincinnati, Ohio, 
says: 

“The woman today perhaps is 
more shoe conscious than ever be- 
fore in shoe history and is anxious 
to buy new things that are different. 
She may own five or six or ten 
pairs of shoes, and if they are all 
black it would be difficult to find a 
design or pattern that is very much 
different than she already has in 
her wardrobe. 





“Consequently, color and mate- 
rial are of vital interest for the 
extra pair. We haven’t had enough 
color, as a result of which play 
shoes and casual shoes became very 
interesting to women, for they could 
find a variation of colors and ma- 
terials they have not been able to 
see in regular street footwear and 
that may have had a very big influ- 
ence in the sale of these types. 

“Good fitting shoes will continue 
to dominate the markets of our 
land, and other types that may come 
up from time to time are just a 
side issue to the shoe business and 
can definitely be merchandised as 
an extra pair, depending on the 
dealer.” 


* * 7 


GUY MANLEY of E. P. Reed & 
Company, Rochester, N. Y., says: 

“Skill, experience and proper 
shoe making are still mighty val- 
uable assets. At the New York Fair 
the difference between well-made, 
neatly fitting shoes was mighty evi- 
dent—in contrast with some of the 
things being worn on the feet un- 
der the false impression of com- 
fort.” 
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—In this little space of mine | want 
to extend my heartfelt thanks to 
the hundreds of bi shoe 
merchants of this country who 
have cooperated with us on the 
Barrels of Shoes for War 
Refugees Campaign. 

—Some merchants have sent as 
many as six barrels—with more 
still in process of being filled. 

ae cases the whole we has 

— practically every 
merchant doing his share. 

—And the local newspapers, too, 
have done their seers ow’ and 


—How many hundreds of barrels 
have been shipped, to date, we 
have yet to know—but suffice it to 
say that the results have been be- 


R our expectations. 


don't forget, the Campaign is 

still on. Millions of unfortunate 
refugees will need every bit of 
help we can extend to them this 
coming Winter, and shoes and still 
more shoes will be needed. 

—So—keep the barrels rolling and 
more power to youl 

—Again | thank you. 


ST 


President 





Hi, N. LAPE of the Julian and 
Kokenge Company, Columbus, 
Ohio, says: 

“We know that if the finished 
shoe fits, 90 per cent of the selling 
is completed—for one must have 
the complete cooperation of the 
salespeople on the floor as well as 
consumer acceptance in order_ to 
grow. And since most salespeople 
are on a commission basis, it’s nat- 
ural to suppose that they will sell 
the line which fits best. You cannot 
stress too strongly the advantage 
of fit in footwear for it is the one 
necessary requisite to continued 
growth and success.” 


BB URGLAR alarm brings in cus- 
tomer. Chicago newspapers report 
that at four o'clock one morning 
the police called L. E. Fulbright out 
of his bed at 355 W. Madison. They 
said somebody had broken the win- 
dow of the shoe store which he 
manages at 129 W. Madison and 
would he please come down and 
shut off that burglar alarm. Ful- 
bright did. And while he was in 
the place some Loop night owl came 
in and bought a pair of shoes. 


* +. 


Cc. C. STUBBS of Plainview, 
Texas, says: 

“We want to take issue with 
Stephenson of Stephenson’s, Au- 
gusta, Kansas. He is complaining 
about his $2.98 shoes. In the first 
place, what kind of a profit does 





he expect to make on a volume 
seller, anyway? That’s his quick 
turn-over item, and he’s not en- 
titled to the same gross that he is 
on shoes in the higher brackets. He 
doesn’t run the same risk of obso- 
lete styles and carry-overs. Fur- 
thermore, he is not, if he knows 
where to buy his shoes, selling the 
same grade of shoes that is sold in 
the average chain store or mail 
order house. We think if he looks 
around a little he can buy a com- 
pletely competitive shoe for not 
over $1.95, and maybe a little less. 
So far, we haven’t had any trouble, 
and we're in one of the hardest hit 
towns in the United States. The 
trouble with the average indepen- 
dent retailer is that he worries too 
much about his competition, espe- 
cially chain store competition, and 
not enough about ram-rodding his 
own business. 

“The writer has been in competi- 
tion with chain stores and mail 
order houses practically all his life. 
and in direct competition with tw: 
of the biggest for the last ten o: 
fifteen years. He’s not a big oper 
ator because he never had the 
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brains nor the opportunity, either 
one, but knows his own limitations. 
That doesn’t mean that he disre- 
gards competition by any means. 
He keeps in very close touch with 
the qualities that are offered and 
the prices that are quoted on them. 


Keeps their catalogs in his stores 
and frequently buys their so-called 
leaders to check up. We can cite 
you item after item on which we 
continuously and consistently under- 
sell them and still make a profit. 
So much for that phase of it. 

“Like all cranks, this writer has 
a remedy and that remedy is or- 
ganization, education and advertis- 
ing.” 

A. IGNOFFO of the Coliseum 
Shoe Store in San Francisco, Calif., 
says: 

“I am in favor with the remarks 
and statements made by Paul 
Stephenson in a recent issue of 
Boot AND SHOE REcorDER. Espe- 
cially in reference to the price that 
the chain store pays for its mer- 
chandise, as compared to that of 
the small independent. 





“The thousands of small retailers 
throughout the country do more 
business than the few but large 
chains, yet they are burdened with 
all the chain store competition plus 
no outlet for their closeouts and 
dead stock that accumulates season 
after season. The chains are large 
enough to move their dead stock 
from store to store, yet they get all 
the benefits from a buying and pro- 
motional standpoint. I say that it 
is all wrong and the sooner cor- 


rected, the better off the small re- 


tailer will be; and by that the 
manufacturer will also benefit. 

“No other medium is better 
equipped and more ably qualified 
than our own Boot AND SHOE 
RECORDER to convey our message, 
which has been a long and un- 
answered one, to those manufac- 
turers and wholesalers who can 
help the small retailer. 

“The independent retailer needs 
a more feasible cooperative plan to 
enable him to meet and fulfill his 
obligations to his market. Therein 
lies the future growth and expan- 
sion of the independent retailer.” 

* . 7 

RULES for Business Men: Don’t 
worry, don’t overbuy, don’t go 
security. Keep a high vitality, keep 
insured, keep sober, keep cool. 
Don’t take new risks to relieve old 
ones. Stop a bad account at once. 


[13] 


Make plans ahead but don’t make 
them in cast iron. Don’t tell what 
you are going to do until you have 
done it. Be contented with small 
beginnings and develop them. Be- 
ware of dealing with unsuccessful 
men. Be cautious but when a bar- 
gain is made stick to it. Keep ex- 
penses down but don’t be stingy. 
Make friends but not favorites. 
. - * 

HEERE’S a significant Q. and A.: 

Q—How are the mails used in 
the furtherance of a scheme to de- 
fraud? 

A—tThe use of the mails in send- 
ing erroneous credit information 
appearing in financial statements, 
or requesting deliveries of mer- 
chandise for which the criminal 
does not intend to pay, comes with- 
in the meaning of the federal statute 
covering the illegal use of the mails. 
















































































"| don't know why | get such headaches—We do a strictly cash business!" 











**@DUR sales have averaged about 
30 per cent a month increase since we have put what 
we call our three-point merchandising program into 
effect,” stated. George D. Bitzer, of Southwood, Inc., 
shoe store, Portland, Oregon. 

“Yes,” agreed R. H. Brookheart, the partner, “it’s 
worked very well for us. Mr. Bitzer came from Hill’s 
Shoe Store in Spokane about seven months ago and we 
worked out what we believe is a very successful mer- 
chandising plan that’s been highly effective in increas- 
ing our shoe business.” 

Mr. Bitzer pointed out that the first thing the firm 
studied was media of advertising thought to be best 
suited to bring women into the store. This was the first 
point of the store’s aggressive merchandising program. 
A radio program and direct-mail letters seemed to be 
the best media. Arthur Briggs, account executive, CBS, 
Portland, Was consulted and after obtaining facts about 
the business presented a program called, “Today's Top 
Tunes”, acqiarter-hour program that’s rung the bell 
for sales. . 

Mr. Bitzer has found that shoe stores too often use 
small ads in newspapers or have a program on the 





Let the Customers 


air, without really merchandising the space they buy 
or the airlanes they use. A typical example, known to 
many shoe men, is a shoe store advertising because 
some other shoe store advertises. The advertising man 
from the newspaper or radio station stresses that com 
petition does a good job. The shoe man decides that 
if John Doe across the street is advertising, he must do 
likewise in self defense. So he looks around hurriedly 
and selects almost any merchandise to advertise without 
considering whether or not it will be advantageous at 
that particular time. Examples are: Fall and Winter 
shoes at a certain price. Or shoes reduced. A few lines 
tell about shoes and the firm name is included. 


KKANOWING that many Portland shoe stores do an excel 
lent job of advertising, Southwood, Inc., decided that 
thought would really be given to the advertising the) 
were to use. And it was. The merchandising theme on 


Right: Lowering the show windows has enabled 

Southwood, Inc., to eliminate glare which annoyed 

prospective customers. Customers can now look into 

the store from the street—a factor which has brough' 
many women into the store. 
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Left: George Bitzer explains shoe construction to a 

customer. Note the angled mirrors on either side 

of the selling space, in which are reflected the hand- 
bags and hosiery at the front of the store. 


the air, in direct-mail letters and other advertising em- 
ployed tells a complete story about the women’s shoes 
carried. Comfort and style and all sizes are emphasized. 
That this reasoning is correct is shown by the increased 
sales figures this store has each month. 

In the radio program, “Today’s Top Tunes”, fifteen 
minutes of popular songs and latest fashion news on 
women’s shoes, a typical selling announcement which 
tells the complete story, runs like this: 

“Southwood, Inc., shoes for women are the most 
talked-about and walked-about shoes in town. And 
there are plenty of reasons why this statement is true. 
Our shoes come in 19 different lasts—six A narrow to 
D wide, sizes 4 to 12. That means that every woman 
can get a pair of the latest style shoes in the exact size 


(15) 


she needs. These shoes have a silk-like fiber of spun 
glass between the soles that insulate them against heat, 
cold and dampness. This construction is the greatest 
contribution to comfort since shoes were first made in 
right and left instead of the same shape for both feet. 
One of our factory-trained experts will fit you, and we 
mean fit you, in a pair of shoes.” 


SUCH announcements do a first class selling job, Mr. 
Bitzer finds. Emphasizing the 19 different lasts, and 
all sizes, and styles so that every woman can find the 
shoe she needs, are three things that fully 75 per cent 
of women coming in say brought them into the store. 
An appeal that brings in the elderly is the insulated 
merchandising point. In the Northwest there is always 
a certain amount of dampness due to fogs and rains 
in certain months of the year. Insulating shoes against 
dampness brings into the store those women who like 
that idea in shoe construction. 

[TURN TO PAGE 32, PLEASE] 


M odern Store Front of Southwood, Inc., Portland, 
Ore., Not Only Shows Live, Selling Displays in Windows, 


LOOK 11 


But Gives the Public a Peek into the Interior, Agleam 
with Up-to-date Decoration and the Newest Equipment 


~Three Point Merchandising Program Produces Results 
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The 


Nude Foot 


Nude fashions first appeared ten years ago 

in beach clothes. The play suit with bare 

midriff still goes on as evidenced by this 

costume worn by a Hollywood star. The 

bra-top is from a Javanese temple dancer’s 

bodice. A draped sarong effect covers the 
brief shorts. 


An expression of the nude foot vogue is 
the lacy woven sandal at the top of the 
photograph below, trimmed with multi- 
color stones, and from the line of Schwartz 
& Benjamin. At the bottom, glass-like 
plastic gives the wearer a barefoot appear- 
ance in a dainty, rhinestone-studded sandal 
from La Valle. 





OPEN toes, open shanks, open backs . . . very sandal- 
ized shoes . . . for evening, for beach and country, even 
for street wear. Nothing startling about that, these days, 
is there? And at the same time evening dresses with 
very bare backs and shoulders, bathing suits and play 
clothes designed to admit as much sunlight as possible. 
We take these uncovered clothes as a matter of course. 

Shankless shoes or shoes giving the illusion of being 
shankless. Revolutionary when they first came out, a 
year or so ago. Now, pretty much a matter of course. 
Evening dresses more and more uncovered, too. The 
bare midriff, an accepted style in formal evening gowns, 
as well as in bathing suits and play clothes. 

Then last August another new idea bursting on the 
world. A shoe that gave a completely barefoot appear- 
ance. This was the shoe made of the new glass-like plastic 
which had already been tried out in men’s shoes. Its 

[TURN TO PAGE 35, PLEASE] 
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Evening and sport clothes lead the way 

in the new styles. The covered-up eve- 

ning dress, currently popular, points 

the way to the coming trend in all kinds 

of shoes as weil as costumes. Dress by 

Germaine Monteil. Photograph courtesy 
of Bureau of Fashion Trends. 


Closed back, closed shanks, only a small 
toe opening in this smart evening pump 
that really covers the foot. The heavy 
gold braid trimming gives even more 


of a covered-up look. From La Valle. 


FLASH! Flash! New York Horse Show 
opens in blaze of diamonds, sequins and color. 
White and pastel pinks and blues vied with 
brilliant reds, electric blues, greens and pur- 
ples on opening night, with the patriotic trio 
taking first honors. 

Gold and silver kid Number 1 Choice in 
sandals. Crepe and satin, dyed to match 
gowns, important; black with touches of gold 
and silver and brocades also smart. The nude 
foot everywhere in very open patterns. Straps 

[TURN TO PAGE 35, PLEASE] 
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P att Three in a Christmas Cam- 
paign Series Featuring Prac- 
tical and Patriotic Themes in 
the Promotion of “New Fash- 
ioned Gifts for a Good Old- 
Fashioned All-American Christ- 
mas. Refer to Boot AND SHOE 
Recorper October 19th and 
November 2nd for Previous 
Articles in This Series. 





RECORDER 
SHOE STORE 


NEW- FASHIONED GIFTS FOR A GOOD OLD-FASHIONED CHRISTMAS 





a 


Santa Claus design shown above 
is unifying feature of campaign, 

repeated in ads, windows, direct 
mail. Every store should plan at 
least one good ad on holiday slip- 
pers, as suggested in layout at right. 


nied PLANS A 


EN the first article of this series we said, “Christmas is 


more than a date and a shopping list. Christmas is 
folks. Christmas is friendship and good will. Christmas 
is a great American tradition—a tradition that so per- 
vades the lives and actions of America that all the 
peoples of our country, regardless of race, creed or 
color, join in voicing the sentiment of the season: ‘A 
Very Merry Christmas to You All.’” 

In keeping with the spirit of the times we planned to 
combine the best tradition of the day with a touch of 
the patriotic. The keynote of the promotion became 
“New-fashioned gifts for a good old-fashioned all- 
American Christmas.” That theme is carried through 
into the advertising suggestions, as are the traditional 
Santa and the stylized tree used throughout in-store and 
window decorations. 


plentiful merchandise illustration, and good Aciatigtion 
are very important to any campaign, and doubly so at 
the holiday season when so many ads compete for atten- 
tion. If you have the volume and facilities, it is not 
difficult to create distinctive, dramatically individual lay 
outs, but it is sometimes a problem when both budget 
and newspaper facilities are limited. However, it is 
possible to have ads that will stand out in comparison to 
other local ads, no matter where one is located. The 
sketches suggest how the Recorper Store, an averag« 
store, will do it. If we can get them, we will use a few 
small sketches of old-fashioned Christmas scenes. They 
may be discovered in the newspapers’ cut files. 
Anticipating increased business and also an increase‘ 
demand for the useful sort of gift, we’re increasing ovr 
newspaper budget a bit. And we're dividing it up so 
that we get good distribution throughout the whole gif'- 
buying season. We’re also checking our stock very car’- 
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New. Fashtoned Gifts for a Good Old-Fashioned Christmas 


To CHECK your 
GIFT PROBLEMS 
CHECK 
THIS 
SLIPPER 


















































RECORDER SHOE STORE 


HOLIDAY 
Ad Campaign 


fully to be sure we give most attention to the most- 
wanted gifts. While we shall have a general schedule, 
we expect to watch day-to-day demand and follow the 
trend, featuring the gifts that are most wanted by our 
customers. We feel that ads that feature strongly what 
is wanted will bring most people to the store, where 
windows and in-store displays will present the complete 
assortment of gift items that we carry (which, to us, 
means practically everything in stock, from slippers 
and stockings to shoe trees and shine accessories). 

If you think that’s far-fetched, consider how many 
men would be glad to have a shoe dressing that is really 
tops for antiqued shoes, or how many need shoe trees. 
It’s a case of proper presentation to make customers 
appreciate the fact that men will really enjoy useful gifts 
instead of do-dads or some Christmas ties! 

The messages that the ads carry will depend upon the 











store, but whatever their story they must first GET 
attention, so we're giving thought to HOW to say what 
we have to say. If you have the same problem, perhaps 
some of our headline hints from many sources will be 
some inspiration: 

It’s to be an old-fashioned traditional Christmas at 
(Store Name) this year. (Dead set in old English type.) 

Fretted over what to give the first lady? Here's the 
answer—simple, easy and correct. 

Ten welcome answers to the family’s Christmas 
wishes. 

Christmas Special: Lovely stockings in a sparkling 
gift box. 

Gifts from (Store Name) are full of Christmas thrills. 

Take the IF out of gIFts for men. 

Gifts that give new glamor to a good, old-fashioned 
Christmas. 

How to please a lady at Christmas time. 

Gifts that ring the bell. 

For a sentimental person with a practical side. 

Gifts that give lots of happiness for a very little 
money. 

Clever Santa—he’s filling his sack at (Store Name). 

Choose her gift from these beautiful (Store Name) 
handbags. [TURN TO PAGE 32, PLEASE] 


Below: An effective layout for an introduc- 

tory advertisement in a Christmas series for 

the shoe store, suggesting appropriate gifts 
for men, women and children. 
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A Man Will Think 
Well of These Gifts 



































Pretty and Practical are 
These Gifts for Women 

























































































STORE NAME 








A novel shoe display with a “silver platter” 

theme used by Sorority House Shoe Shop. 

Sign reads: “Young ideas in shoes for every 

hour, you on a silver platter by 
Sorority House.” 


A BUSY hub-bub of activity meets the eye. Smartly 
dressed young women are assembled in friendly little 
groups. Young voices greet each other in animated 
conversation. A brief hush falls over the groups as a 
lovely model promenades before them. Soon the chatter 
begins again, as gay as the college banners that blazon 
the background. At first glance you'd believe it to be 
a social meeting of a college sorority. True enough, 
the welcome little sign says, “Sorority House” in true 
collegiate fashion. But . . . it’s right in the heart of a 
great department store! Scene: It’s Saturday at the 
Sorority House Shoe Shop on the third floor of Famous- 
Barr Co. in St. Louis. (And, the scene’s the same every 
day, with the exception of the eye-filling model.) 
Determined to find the secrets behind the success of 
this thriving little shop that “packs them in” I sought 
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How to Keep 


HAROLD PARSONS 


Shoe Buyer for Sorority House Shoe Shop at 
Famous-Barr Company, St. Louis. 


out the youthful buyer, Harold Parsons, to whom credit 
is due for its ever-increasing popularity. 

“You've got to give this young crowd more than the) 
get anywhere else,” explains Mr. Parsons. “Give them 
good shoes, and good service and you'll keep them 
coming back.” 


**IN this essential matter of ‘service,’ it’s importan' 
to make these young girls feel at home, in a type of a 
shop like ours. The salesmen, who, incidentally, are 
younger men to appeal to the young crowd, get |o 
know their customers, and are encouraged to call then 
by name. Some of the girls would rather be called |) 
their first names, which we often do, creating a friend!) 
spirit. Then, too, every Saturday, we have a high sch: 

or college girl who models shoes in our departme:'. 
Her name and photograph are run in connection w'‘h 
the advertisement of the shoes that she is to model, ad 
all her friends are invited to meet her in Sorority Hou « 
These friends do come, by the dozens, and in this m:n- 
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ner we meet potential customers who possibly wouldn't 
have come into the department. 

“Giving them good shoes means quality as well as 
style,” 


? 


continues Mr. Parsons. “Young girls today are 
quality conscious to a surprising degree. They'll pick 
another of a shoe that wears exceedingly well, even if 
they have the means to buy several pairs. 

“Youthful types that make classics are the favorites 
of young college and business girls, and on these we 
base our stocks primarily. Saddle or shawl tongue 
oxfords, spectator pumps and straps with 22/8 heels, 
as well as smart sophisticated plain types of shoes, in- 
stead of novelty “dolled up” kind are the popular best- 
sellers. . 


**H OWEVER, on the fashion side, we try to get the 
newest first, in creating a style rather than letting some- 
one else do the ballyhoo, and stepping on the band 
wagon later. For instance, California saddle leather is 
new in shoes at present, and we're promoting it now, 

[TURN TO PAGE 40, PLEASE] 


the Young Crowd 


COMING BACK 


Harold Parsons, Buyer for Sorority 
House Shoe Shop at Famous-Barr Co., 
St. Louis, Explains the Important Little 
Things That Count in Selling Footwear 


to Young College and Business Giris 


An interview reported by 
VIOLA ROLLINS HOAG 


This newspaper promotion is typical of the 

ads run every Friday morning announcing 

the girl who will model shoes on Saturday. 
One shoe only is always featured. 





Unusual Sizes 
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Use of the X-Ray in shoe fitting plays an important part 
in the service Vose Bootery, of Evanston, gives its 
customers. 


BROADEN SALES AREA, 


STOCKING an unusually high percentage of unusual 
sizes in women’s shoes has increased the sales area of 
the Vose Bootery of Evanston, Ill., far beyond the nor- 
mal trading range of the average small neighborhood 
shoe shop, and has won for it a practically certain 
nucleus of away-from-home patronage equal to more 
than 20 per cent of the gross business done, according 
to Martin Vose, proprietor. 

While the average shoe store in Evanston, a city of 
69,000 immediately north of Chicago, carries women’s 
orthopedic sizes from 5 to 9, and widths from AA to 
C, the Vose Bootery stocks women’s sizes to 11, and 
widths from AAAAAA to D. The average local shoe 
store likewise carries about 4 per cent of its stock in 
such shoes, while in the Vose Bootery such shoes make 
up 35 per cent of the inventory. 

The Vose Bootery is located in a neighborhood busi- 
ness section of Evanston, the number of adjacent re- 
tailers corresponding to what might be found in an 
average town of from 5000 to 7000 population. Be- 
cause of his unusually wide range of sizes, however, 
Mr. Vose draws trade from many small communities 
throughout a 30-mile radius, as well as from Chicago 


itself, and from occasional customers located in distant 
parts of the United States. 

Before the European hostilities caused the ejection of 
American newspaper correspondents from many of the 
belligerent countries, he was sending shoes regularly to 
the wives of several foreign representatives of Chicago 
dailies. He also has a customer in China, to whom he 
can send shoes only after they have been worn several 
days by an Evanston woman having the same size foot 
—this in order to classify them as second-hand, since 
the duty on new shoes imported into China is 50 per cent. 


CUSTOMERS and mail orders from outside of Mr. 
Vose’s local territory constitute somewhat more than 20 
per cent of his gross intake. This “outside” business he 
regards as a most desirable anchor to windward, for 
it is not affected by local business conditions and it is 
an entirely dependable source of ready cash. 

Because of the tendency of people with hard-to-fit 
feet to discuss their troubles with each other, word-of. 
mouth advertising plays a considerable part in building 
trade for the dealer who specializes in unusual sizes. 
according to Mr. Vose. 

“During the time of the Chicago World’s Fair a: 
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Careful use of X-Ray in checking fit of shoes sold 

at Vose Bootery i to greater comfort 

and satisfaction for customers and more repeat 
sales, Martin Vose believes. 


English couple emerged from a taxi in front of my shop 
one afternoon, the woman inquiring if I carried a cer- 
tain type of shoe. She said she and her husband had 
been told I could fit any type of foot. 

“I expressed my surprise that two strangers in the 
country should have heard about my shop, and asked 
where she had obtained the flattering information. 

“Tt developed that that very day while walking about 
the exposition grounds, the pain in her feet had com- 
pelled her to rest on a bench for a long time. As she sat 
there another woman came past walking very buoyantly, 
and wearing a pair of shoes that looked very com- 
fortable. 


**THE English gentleman at his wife’s urging stopped 
the passerby to inquire where such shoes could be ob- 
tained. The wearer entered into a long description of 
how hard she was to fit, and gave the two visitors my 
address. From the Fair grounds to my shop is about 
16 miles, but the English people got a taxi and came at 
once. They turned out to be a titled couple, and since 


BUILD REPEAT 
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that time the woman has ordered several pairs of her 
size every year by mail. 

“One advantage of handling unusual sizes of shoes is 
the magnitude of the average transaction,” explains Mr. 
Vose. “While in a neighborhood shop like this an 
ordinary pair of shoes costs the housewife from $4 to 
$5 a pair, in the unusual sizes the sales average from 
$9.75 to $12.75 per pair. Since the profit percentage 
is the same, it will be seen that this is equivalent to 
doing business in a higher price range of shoes than 
could ordinarily be sold in a neighborhood shop. 


WHILE Mr. Vose makes no claims to being a “foot 
specialist,” he feels that the slogan on his show window, 
“All Sizes—All Widths,” requires him to know more 
than the average clerk about fitting odd sizes of shoes. 
He began some years back to accumulate a small 
library of orthopedic books. These he studies regu- 
larly, adding to them as new volumes are published. 
“With the wide range of sizes in stock, and my con- 
tinuous study as to fitting,” he says, “I am able to fit 
fully 95 per cent of the women who come in requiring 
unusual sizes.” 
Heel-to-ball fitting is used exclusively, rather than 
heel-to-toe. 
The Vose Bootery devotes 214 per cent of the previous 
[TURN TO PAGE 48, PLEASE] 


RUSINESS 


V ose Bootery, in Evanston, Ill., Draws Trade 
from Chicago and from Towns within a Thirty- 
Mile Radius, Largely on the Basis of Its Repu 
tation of Having Women’s Shoes in Sizes to 11, 
and Widths from AAAAAA to D. Uses Care- 
fully Planned Advertising and Promotion to 
Produce Results in Expanding Its Clientele. 


MARTIN J. VOSE 


Evanston, Ill., Shoe Merchant Who Specializes 
in Shoe Sizes Not Easily Obtainable Elsewhere. 
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OUTLOOI 


The Tide Is Turning 





9S it high hopes or actual,” writes a merchant, “what 
you said in the Editor’s Outlook of October 26—for it 
is terribly important to me to know if the tide is turn- 
ing.” 

Here’s the quotation he referred to:— 

“There is a growing appreciation of the fact 
that ownership - management in trade - named 
stores and the natural family shoe stores show 
signs of greater activity and possibilities of more 
profit in ratio to business done—than in any 
other division of the industry.” 

Everywhere you look you see general evidence of 
the increasing strength of ownership-managed stores 
and natural family shoe stores so we give a few indi- 
cations that the public is getting a little more satisfaction 
in buying in stores where the personality of the owner- 
ship is present. 

Broadly speaking, a new wage envelope prosperity 
is noted in areas where defense factories are in rush 
operation and in these communities, stores of long- 
standing friendship with customers have noted a better- 
ment of sales in grade, quality, price and dollars. 

At the present time, and in contemplation of Spring, 
the indications are that those shoe stores in cities and 
towns “in the money” will sell more shoes, more rubbers, 
more footwear supplies for cash and credit than in any 
corresponding period in the last decade. Shoe men who 
have invested their lives and their moneys in their 
businesses, large and small, have taken new heart and 
this increase of individual morale can be interpreted as 
a group attitude. Many a store has been aroused from 
its lethargy—even to the point of gaining new courage 
to lift the ceiling of price, in the belief that salesmanship, 
comparison and personalized fitting can be made sincere 
and salable appeals. 

The mere fact that the public is not talking price first 
is in itself an indication that better days are on the way. 
There is something in the behavior of American people 
that no matter how hard they work for their money, 
they have a faculty for spending freely. We don’t mean 
by that that it is carelessly spent but rather that pinch- 
penny frugality of a depression is discarded with a sigh 
of relief. Many a customer with a few extra dollars 
goes through the mental process of saying: “I always 
used to buy my shoes at So and So’s store and | sin- 
cerely admire his ‘stick-to-it-iveness’ through these bitter 
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by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


years. I think I will go in and get acquainted again 
with him and his merchandise.” If the merchant has 
the right goods—success again! 

We have seen the figures in ownership-managed 
stores in small towns, middle tawns and even Fifth 
Avenue and they indicate a return of the customer. 
Make no mistake about it. The American public is 
sympathetic to the idea of the little man in business. 
Remember, we live our way into our thinking rather 
than think our way into our store-keeping. 

The public hasn’t been “ginger-bread-shoe” minded 
lately. It doesn’t want “hot” patterns, covered with 
scrolls and fussy work. It actually seems to want a 
little more shoe and less “dressing.” Well—regular 
stores that sell in regular ways only know how to sell 
regular shoes. The hot spots are reserved for types of 
stores in chains and departments that live that kind of 
a life. Maybe it’s a little more serious world we are 
in. At least our clothes are beginning to express it. So 
that’s another indication of the attitude of the people. 

Again, merchants in passive towns that are now 
springing into industrial life are tremendously eri¢our- 
aged. Particularly those stores that have kept_them- 
selves tidy and fresh and clean. Their patience is being 
rewarded because the public does come back to the 
place where it received good service. 

So we sense that the spirit of retailing is rising and 
that what we have said above is not empty talk but a 
firm conviction that the morale of industry is higher 
than it has been. It is strengthening daily. 

The Boor anp SHoe Recorper has always had great 
faith in the power of an idea that shoes were something 
that needed human beings to handle and sell and that if 
such human beings were directly responsible for their 
own lives, living and success, that they would struggle 
on until that time when the very rising tide of wages 
and public interest would lift them up again. Maybe the 
independent store and the fitting stool have been ideals 
with us of what constitutes the finest service in all retail- 
ing—the alleviation of pain, the encouragement of the 
zest of walking as a living art—for we have always 
considered shoes as living things. 









BOOT anp SHOE RECORDER, November 16, 1940 


What shoe store in your neighborhood 
draws the biggest crowds? 


USTOMERS go out of their 
way to shop in a shoe store 
where a modern Pittco Store Front 
speaks for good quality merchandise 
and fair treatment. Once a person 
sees your new Pittco Store Front, he 
remembers it! If he is in too much of 


a hurry to stop in the first time he 

asses — chances are he will return 
fnser and investigate. Remodel with 
a Pittco Front and see your shoe 
store become a busy shopping center! 

Merchants everywhere have found 
that a handsome Pittco Front en- 
courages a helps develop 
wider trading areas. Find out how a 
new Pittco Front can help your shoe 
store do a thriving, profitable busi- 
ness. Send the coupon for our free 


at SN EE S.-, 


ITTCO STORE FRONTS 


PITTSBURGH PLATE GLASS COMPANY 


| PITTSBURGH stand fot Zualily Class and hint 


store front book—filled with facts, 
figures and photographs of Pittco 
installations. 

When you remodel, see your archi- 
tect to assure an economical, well- 
planned job. Our staff of experts 
will gladly cooperate with him in 
planning a Pittco Front to suit your 
needs. Remember, you can use the 
Pittsburgh Time Payment Plan — 
just 20% down, and the balance in 
monthly payments. 


* 


A CORDIAL INVITATION 
TO VISIT this shoe store 
in Baltimore, Md., is 
extended by the wel- 
coming Pittco Front. 
Give your shoe store this 
profit-making beauty 
treatment and watch 


your business grow. 


* 








Pittsburgh Plate Glass Compan 
2269 Grant Bidg., Pittsburgh, Pe. 

Please send me, without obligation, your new book entitled 
“How to Get More Business. ™* 


Name 




















How Do Platforms, Wedges and Elas- 
ticizing Fit Into the Coming Season? 


To Be Continued... 


PLATFORMS 
‘l How Thick? and How Thin? Thin as a wafer for street and dressier daytime shoes. 
: Because women like them for their comfort. Thicker, sometimes two-layer platforms 
of two colors on casual and play shoes and resort sandals. Padded effects on play 
shoes and sandals. 


What Variations? Double or more layers for color contrast. 


WEDGES 

High wedges seem to be out. A few fast style houses expect to sell some wedges 
higher than 18/8, but with very much opened-up heels. 

The real place for wedges, however, is in the 18/8 heel heights and under. Here 
is how they will run: Low-heeled—14/8 and under. Medium wedges—16/8 to 18/8. 
Very low wedges—part of the low-heeled trend—6/8 to 8/8. These are tiny lifts (like 
the original wedges on children’s shoes) used with platform soles. 

Variations on wedges will include: Open wedges that look like skeleton outlines of 
the original wedge. Half wedges. Fluted wedges, some in street types; some with 
wooden heels. Layered wedges which give opportunity for color contrast. 

Modified wedges will include: Ski heels. Tractor heels. Tank heels. 


ELASTICIZING 

Whenever a stretchable section is put into a shoe we have elasticizing in the shoe. 
There are many ways of giving a a this treatment. By the use of: Stretchable 
braids on throat or collar. Stretchable insets and stretchable panels, leather or fabric 
with elasticized backing. Stretchable bands either of goring or elasticized materials. 
Gores, continuing the conventional types of finger gores and gore insets. 


































A Winter Fashion Story That 
Gees on into Spring. You All 
Know These Characters but You 
Will Meet Them Here in New 
Situations, Developing a New Plot 
for Spring and Summer, 1941 
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A Boot and Shoe Recorder Department 





For a Man’s Fall 

“Set Your Sights On 

GUNSTOCK BROWN 
The New Allweather Shoe 


By Walk-Over” 


The above sign is the center of the 
men’s shoe window of the Walk-Over 
Shoe Store, 1432 Broadway, New 
York City, and titles their Autumn 
shoe display. And Autumn it is, for 
the shoes are displayed on real 
wooden tree stumps and old logs, and 
surrounded by Fall foliage, decoy 
ducks, reproductions of hunting dogs, 
real pine cones and a double-barreled 
shotgun. An appropriate setting for 
rugged men’s shoes for Fall. 


* * * 


Taking Care of Your Future 


Customers 


Good fitting plus sound second sale 
merchandising are two most impor- 
tant reasons for the success of the 
Children’s Shoe department of the 
Imperial Shoe Store, New Orleans, 
Louisiana. 

When a child customer enters our 
department for the first time, he is 
turned over to our most expert fitter 
who sees that the child gets a shoe 
that fits not only at present but also 
gives ample opportunity for the foot 
to grow in the best manner. The fitter 
feels the child’s feet for an indication 
as to how they are most likely to grow 
and then measure and carefully fit 
accordingly. Good allowance is made 
for future growth as well as careful 
assurance that the customer gets the 
type of shoe most fitted for his par- 
ticular foot. Sometimes the fitter can 
estimate the future size of the child’s 
foot to a very close degree. 

Second sale merchandising in the 
children’s department centers around 


1 pop” 
ps 
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by JOHN F. W. ANDERSON 


a novel roller-truck equipped with 
four shelves for the display of socks, 
slippers and novelty footwear. While 
the child is being fitted and the 
mother has a few minutes to spare, 
this truck is wheeled out from its po- 
sition in the rear of the store to a 
position in front of the mother. She is 
invited to look over the merchandise 
on display. Suggestions, combined 
with the fact that women invariably 
pick up some of the merchandise that 
interests them, has developed an extra 
volume in second sales with the ma- 
jority of all children’s shoe purchases. 
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Street Peer 


The BROADWA 


Sell "em Humor 


THE DOUGHTY REDSKIN LONG 
AGO 

WAS HAPPY AS COULD BE... 

HE HAD NO FALLEN ARCHES 

NO CORNS TO SPOIL“WHOOPEE” 


AND YOU TODAY CAN DO THE 
SAME 
THO HARD THE CITY PAVING 
WEAR DR. A. REED CUSHION 
SHOES 
THEY STOP YOUR FEET FROM 
RAVING 
The above sign appears in the cen- 
ter of the Dr. Reed shoe store, 1368 
Broadway, New York City, and is a 
humorous and effective approach to 
the hard and fast game of selling 
shoes. 
* + aa 


Your Personal Shoes, Suh! 


At Goodwin’s, famous Hollywood 
Boulevard shoe store for men, in 
Los Angeles, California, a practice of 
stamping the name of each shoe pur- 
chaser in gold leaf on the heel seats 
of his shoes has proved to be an 
excellent piece of promotion. 

Goodwin’s golié shoe customers have 
been particularly appreciative of this 
custom as golf shoes frequently get 
mixed up in the locker room. The 
name inside the shoes identifies them 
and brings them back to their rightful 
owner. Nearly a year ago a machine 
especially adapted for this work was 
installed in the store and has more 
than paid for itself in the good will 
and free advertising it has created 
for the store. 

* os * 


Shoe Songs for Radio Plugging 


A number of shoe stores in recent 
years have entered the field of radio 
advertising to the consumer often wit! 
a fifteen minute program or a thre: 
or five-minute announcement or ski 
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BEST IDEA OF THE WEEK 
A PAIR OF SHOES FOR CHRISTMAS 


(The Emporium, Jackson, Mississippi) 


O. P. Ideator—‘“It seems to me that one of the most 
difficult jobs that a shoe buyer has on his hands is to 
keep the volume of his regular shoe sales up at Christ- 
mas time during which season slipper sales supplant 
regular shoe sales to a large extent.” 

Buyer H. P. Walker—“In our department we try to 
do as good a job as possible in our slipper sales. We 
have been quite successful in that. We have also been 
quite successful in promoting advance Spring style 
sales during the month of December. 

“Many men would buy women’s shoes and vice 
versa for Christmas gifts if they could be sure of the 
proper size and pattern. They know that they have 
a little more leeway in regard to sizes in buying slip- 
pers, but shoe sizes must be just right. And the fact 
that holiday dollars are being spent for far more 
practical gifts than ever before definitely makes street 
shoes a gift item. So we make it a policy during the 
Christmas buying season to remind all customers that 
it is possible to make a useful gift purchase of a pair 
of shoes if they will do a little secret checking up in 
their own homes.” 

O. P. Ideator—“We. need a little more light on your 
secret of how men can buy shoes for their wives.” 

Mr. Walker—“The promotion is concentrated on 
advance Spring styles shown in our modern shoe de- 
partment during the month of December. After each 
male customer is sold a pair of shoes, the salesperson 


makes a point to call his attention to the Spring style 
display in the women’s department and to suggest a 
pair of shoes as a surprise and useful gift for his wife. 
When a man explains that he doesn’t know his wife’s 
exact size, the salesman asks him to pick a style and 
color he knows his wife will like, then to go home 
and telephone the store after he has had a chance to 


take a peek at the size in his wife’s shoes.” 


O. P. Ideator—“It sounds very practical. How has 
the idea gone over in actual use?” 


Mr. Walker—“Surprisingly well. It is a great help 
to the husband who doesn’t know what his wife wants. 
The gift is different and appreciated by all wives.” 


O. P. Ideator—‘Isn’t there still the possibility of a 
considerable number of returns?” 


Mr. Walker—“We have considered that also. When 
the pair of shoes is wrapped as a gift, we inclose a 
personal card from the salesman, with a note written 
on the back pointing out that the shoes have been 
sold as a gift and that the store will welcome having 
the woman come in to change the shoes if the color 
or size is not right. A goodly percentage of the shoes 
sold in this way are returned a few days after Christ- 
mas and it may involve considerable work on our part, 
but we have found that the number of new customers 
is worth the extra work. And we can often sell an 
extra pair.” 











between recorded programs. Here are 
a few shoe songs that may be useful 
to those stores that are interested in 
the radio advertising field. They are 
perfect for an introduction or back- 
ground effect: “With A Shine On 
Your Shoes,” “Shoes,” “The Woman 
In The Shoe,” and “I Got Shoes.” 


* i + 
Candy Stick Display 

The Lane Bryant department store 
on 39th Street, New York City, has 
an interesting and effective display 
idea in their latest shoe window. 
Eleven brightly colored poles—one 
inch in diameter and spaced one foot 
between centers—are set up in the 
window from floor to ceiling. The 
poles are painted different colors and 
the shoes on display are fastened on 
the poles by heel attachments. An 
effective display and ideal for the 
window of large area with little depth 
in proportion to its other dimensions. 

* * _ 
“Curtain-Raisers” 

Here’s a beautiful display idea as 
seen in Saks Fifth Avenue shoe win- 
dows this week: 


A stage is constructed across each 
window. Each stage is complete with 


foot lights and curtain. But each cur- 
tain is raised only to knee height and 
ten chorus girls’ legs appear beneath. 
In one window each foot wears a 
different model of Saks’ latest eve- 
ning shoes, in the next they display 
street shoes, in the next casual shoes, 
giving the complete picture of the 
store’s fastest selling shoes for Fall. 
And in the lower corner of each win- 
dow a model of a man-about-town 
admires the show. 


* * 


8lst Birthday 


J. & J. Slater’s, famous New York 
City shoe store, recently celebrated 
81 progressive years as one of New 
York’s heading independent shoe 
stores. And to bring home in an im- 
pressive way the changes of the years 
and Slater’s ability to keep up with 
the times, the store devoted its two 
front windows to a presentation of 
the leading styles in footwear over 
the years. Not only is the footwear 
beautiful and sure drawing power in 
a window display, but sure proof to 
the buying public that if a store can 
keep in business that long it must 
be good and offering real merchan- 
dise at fair prices. 


Selling More Shoes 


According to Carl V. Haecker, dis- 
play manager, Montgomery Ward & 
Co., “87 per cent of the people buy 
through the attraction of sight. The 
other four reasons, by percentage run 
something like this.” 

“7 per cent buy through the attrac- 
tion of sound. 3.5 per cent buy through 
the attraction of touch. 1 per cent buy 
through attraction of taste. 

“Most stores do a good job of dis- 
playing merchandise in the windows 
but at the actual point of sale, when 
the customer is in the store with the 
money in his pocket or her purse, we 
drop off in efficiency badly. We fail 
to sell. Sometimes I wonder if it is 
because we leave the entire job of in- 
forming the customer to the salespeo- 
ple, and, therefore, depend upon them 
to too great an extent. 

“The fact remains that the average 
Mr. and Mrs. Consumer wants to see 
the merchandise, examine the goods, 
see the price, and bargain for it in his 
or her own mind.” 

~ * . 


“There’s something afoot this Fall!” 
(Cantor’s, Harrisburg, Pa.) 
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SPRING MARKET OPENS 


PUMPS, spectators, casual shoes; pumps, spectators, 
casual shoes . . . so the story ran in room after room 
at the Vanderbilt, the Pennsylvania, the McAlpin, and 
the New Yorker this past week. Slipons, too, and san- 
dalized oxfords and straps, but a strong accent on the 
first three mentioned above. 

The collection of women’s Spring 194] shoes is un- 
usually interesting, we think. New treatments are fresh 
and different. The pumps have all sorts of new and 
attractive bows. The spectators . . . in all-over colors 
and in white with color . . . have been given new de- 
tailings and new lasts. And the casual shoes! . . . well, 
their new versions are too numerous and too varied to 
attempt to describe. 

Now for a quick look at the highlights of the show 
in all types. Toes. Many more closed toes with walled 
lasts. Heels. All heights. Noticeable increase of low 
heels on all types, tailored and dressier, as well as on 
casual types. Smartest spectators on 21/8 or higher. 
One fast style house is selling only very high . . . 21/8 
to 24/8 . . . and very low heels . . . 12/8 and under. 
Wedges. Very few except in 12/8 and under. Platforms 
are everywhere on the low-heeled shoes. Some, here 
and there, on the higher heels. 

Treatments are interesting. They tend to be tailored 
or architectural rather than the soft dressmaker detail- 
ing of past seasons. There is an almost architectural 


Highlight Colors 
Saddle Colors 
Greyed Blues 
Bright Reds 
Dark shoes and White 
touches 


First Showings of Lines in New York 
Indicate Many Fresh Inspirations 
for Design, Plenty of Color, Strong 
Trend to Walled Lasts and Low 
Heels and More Tailored Treat- 


ments. 


IMPORTANT COLORS FOR SPRING 
Basic Colors 

Black 

Navy . . . light and dark 

Bluejacket and Airway 

Browns . . . light or cocoa 

Tans 


precision about them. Pieces are put together very 
exactly, in straight lines and angles, rather than in 
soft curves, shirrings, etc. The military influence is 
seen, in all kinds of ways. Strippings and braiding 
effects are applied in straight lines, rather than in 
curves, giving a military look, not over-emphasized. 
Stitching is handled in very much the same way. Stitch- 
ing is extremely important on all kinds of shoes. 
Touches of reptile are used in flashes of contrast, as the 
lining of a bow, for instance. Binding is being used 
everywhere. It is part of the trend to handcraft touches. 
Much more important are the “brass nailheads,” studs, 
really, borrowed from the decorations on a cowboy’s 
saddle. 

In materials and colors, several trends are marked. 
Smooth black leathers look very smart and new. Smooth 
black calf is being effectively combined with faille. Last 
year this fabric was used with patent leather. Black 
reptiles are important. In tailored types, antiquing of 
tan calf . . . both smooth and alligator grain . . . con- 
tinues very popular. Brown with beige looks new and 
promising. The new golden bronze metallic is seen in 
a great many lines. It looks best as a trimming note 
combined with brown gabardine. And gabardine, don’t 
forget, is extremely big this coming Spring. Blue is 
very important in the lighter navy shades. High style 

[TURN TO PAGE 45, PLEASE | 
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pleated! waved! 
eyelet-embroidered! 


Ry A 3 


ELASTIC SHOE CLOTH 


Rockmore introduces another revolutionary idea in stretchable 

shoes—an elastic cloth that has not only functional but fashion 

significance. It has been WOVEN of “Darleen” elastic yarns (not 

simply “backed” with an elastic fabric). Since it must stand the 

wearing tests of any outside shoe material, look good in combina- 

tion with leathers and other fabrics, and feel good against the 
GRACE POWELL has illuscrated foot, it had to be specially created to the most rigid specifications. 
the light-and-siry motif which Careful supervision by “Darleen” experts in the processing, weav- 
“0 pote sige Sing and dyeing of elastic threads has insured smooth fit, good 
design for the shoe sketched. color, resistance to wear. 


CHARLES £. ROCKMORE. INC.. 176 tohnson Street. Brooklyn. N.Y. 


William Taggart & Co., St. Lewis, Me. + F. George Mobr, Cincinnati, Obie - David I. Calish, Lynn, Mass.— Sales Agents 





Let the Customers Look In 


[CONTINUED FROM PAGE 15] 


The second point in the merchandis- 
ing program is the direct-mail letters 
to women, which are sent at regular 
intervals. In these letters, promotion of 
both lines of shoes the store carries is 
included, as well as the promotion of 
hosiery and handbags to match shoes 
purchased. How sales were tremen- 
dously increased in hosiery and hand- 
bags belongs in the third phase of mer- 
chandising, to be mentioned later. 

In the direct-mail letters, style and 
comfort and sizes, too, are emphasized. 
A typical letter reads: “We wish you 
could have shared with us the thrill we 
had on unpacking the new shoes for 
Fall. We found luxuriant suede in rich 
new shades of wine, green, brown, blue 
and black, cleverly fashioned into truly 
smart footwear. 

“Footwear that provides utmost com- 
fort, yet styled to flatter all feet. Every- 
thing from trim slip-on pumps and flat- 
tering ties, with either open or closed 
toes. They are lovely . . .” 

Letters point out, too, that all sizes 
from AAAAAA to D width, assures 
every woman, wearing 4’s to 12’s, a 
happy fit. 

These letters are merchandised, too, 
with a complete sales story. Sending 
out these letters regularly augments 
the radio program, and does a fine sell- 
ing job, Mr. Bitzer and Mr. Brookheart 
find. 

The third point in the merchandising 
program might be termed “Common 
Sense Changes.” So many times a cus- 
tomer walks into a shoe store or into 
any store for that matter, and finds that 
stock is in the same old place, and that 
nothing new in the way of fixtures or 
displays or merchandising ideas has 
been incorporated to sell additional mer- 
chandise. A great many Portland shoe 
stores realize this fact and do a fine 
job of merchandising. Here’s how the 
Southwood, Inc., store does it: 

Previously, customers looking into the 
display windows couldn’t see into the 
store. Now women not only see alive, 
selling displays in the show window, but 
also get a peek into the modernized in- 
terior agleam with modern decoration 
and the latest shoe equipment in the 
way of chairs, stocks and pleasant sur- 
roundings. This invites them in. Be- 
lieving that all women like to enter a 
store that is inviting, this firm has done 
everything possible to put that “Come 
right in” appeal into the interior. Scores 
of women have remarked, “I was look- 
ing in the window at your shoes and 
glanced inside and saw how attractive 
it was, so I came in.” 

Another change was dropping the 
show windows down so that glare would 
be avoided. Thousands of display win- 
dows in thousands of cities throughout 
the country have that irritable glare. 
Windows are high and when sunlight 
and daylight hit the highly polished 
glass, customers who look at displavs 
have to squint. Squinting eyes, Mr. 
Bitzer found, didn’t make folks want to 


come in. So the display window was 
lowered. Now women can look at shoes 
no matter how bright the sun or day- 
light is and can see the latest styles 
without squinting. 

The innovation that built hosiery 
sales and handbag sales, mentioned 
above, proved to be a sensation, and in- 
creases in sales of these items doubled 
and tripled after the change was made. 
Before the change, the hosiery depart- 
ment was tucked away in the back of 
the store with the handbags. Hard to 
see. Shoes were wrapped behind a par- 
tition in the back of the store. Women 
who had purchased shoes just waited 
for their change without seeing any- 
thing but shoes which didn’t interest 
them because of the purchases they had 
already made. 

Mr. Bi.zer moved the hosiery coun- 
ter near the front door. Here all shoes 
are now wrapped. An ingenious fixture, 
a pull out board, like a board a woman 
pulls out of her kitchen cabinet or sink 
fixture at home upon which to cut bread 
and things, is used. Below this board is 
paper and string. Behind the counter, 
an expert hosiery and handbag sales- 





Answer the Roll Call 





urdens to those already borne 
by the organization. These must be car- 
no let-up in activities already 
is permissible. The Red 
Cross war relief fund is reserved for war 
relief. All other activities must be fi- 
nanced largely from membership dues. 
Because facts the A 


| 


woman, must make it a point during the 
annual nationwide Roll Call which be- 
gins November 11 and ends November 
30, to join their local Red Cross chapter. 
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woman wraps the shoes. As she wraps 
the shoes she tells all the women about 
the hosiery and handbags that will 
match the shoes just purchased. When 
the shoes are wrapped the saleswoman 
puts them to one side and picks up hose 
or a handbag, and hands them to the 
woman to look over. The women be- 
come interested, matching their shoes 
with hosiery or a bag. That common 
sense change may be termed the “verbal! 
salesmanship” which aids in the addi- 
tional selling of hose and handbags. But 
it does not stop there. 

There is a “silent salesman” as well 
that aids in the sales of these items 
Mirrors located at various point: 
throughout the store are at such an angk 
that women who are being fitied cannot 
help looking into some mirror, no mat 
ter where they sit, and seeing th 
hosiery and handbags reflected there 
Fluorescent lights bring out the appeal! 
of this merchandise. Often womer 
mention the handbags and hosiery and 
the salesman invites her to stop and 
see them after her shoes are fitted. 

This shoe store’s three-point me: 
chandising program has greatly in 
creased sales. It is, itself, a “top tune’ 
in merchandising shoes, that women 
accept and come back and bring thei 
friends. 


Recorder Christmas Store 
[CONTINUED FROM PAGE 19] 


Good things come in small packages 

Every woman likes LOADS of lovely 
stockings. 

Gift Certificates for can’t-make-up- 
their-minders. 

Fine gifts for gentlemen of good 
taste. 

(Store Name) is well prepared for 
the Christmas rush on slippers. 





A Christmas Editorial 


At a time when hate and horror roam 
so much of the earth, it’s a wonderful 
thing to be able to celebrate Christmas 
in this land of peace and freedom—to 
be able to gather with our loved ones 
for feasting and festivity—to give and 
receive tokens of respect and affection 
—yes, to be able to conduct business 
without fear of bombs or confiscation. 

We believe that deep down in the 
hearts of men, the old-fashioned spirit 
of Yuletide still lives, and that when 
the world digs itself out from the debris 
and desolation of war, the spirit of 
good will and good wishes will once 
more emerge—that others may once 
more know and enjoy the traditional 
Christmas of joy and laughter and 
good cheer. 

As the great holiday approaches, we 
join with you in expressing the feeling 
of gratitude and hope that this year 
is added to the traditional good wishes 
of the season. 

May your Christmas be filled with all 
the good things that come through the 
appreciation of friends and the enioy- 
ment of freedom. 
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You should have as a ready reference in your store 
Lambertville’s new, beautifully-illustrated 1940-41 
Boot and Gaiter Folder. This folder is just off the 
press and shows Lambertville’s new profit-pro- 
ducing rub- 
ber footwear 
line. An en- 
closed trade 
price list ac- 
companies 
each folder. 
Your copy 
upon request 
will be sent 
prepaid mail 
immediately. 





ae 


srubber foot- 
vas footwear 
oadway, New 
1 Illinois. The 
sed upon this 


«@ 


Lambertville products 
are well known by 
the customers who 
enter your store. Are 
you well supplied? 


DOUBLE YOUR VOLUME and INCREASE YOUR 
PROFITS! Have complete stocks—all sizes available. 
Check your needs and mail your order covering your 
requirements now. 


THE LAMBERTVILLE LINE will give to you and to 
your store merchandise of true value . . 
wear with exceptional eye appeal . . 
which will give you quick turn-over 


. rubber foot- 
. rubber footwear 
real profits! 


Offices and 
Stockrooms 


328-330 Broadway 
New York City 


SNAG PROOF 


LAMBERTVILLE DIVISION 
OF 
THE SERVUS RUBBER COMPANY 
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MUSTANG 


is a sun-bathed color, exuding the freshness 
and free spirit of the unbroken horses of the 
Western Plains. Mustang is for all free-spirited 
activities of resort, country and campus. /t is 
a healthy, energizing color for oxfords, sabot 


straps, moccasins and stepins. 

















MUSTANG 


has been developed in Bali and Kashmir Kid 
of the Standard Division, Maracain and Chiffon 
Kid of the New Castle Division, Nurocco and 
Tucson Colt (new casual leather) of the 
Sterling Division. Mustang is an all-American 
color for the all-American casual shoes of 
the moment. 


ALLIED KID COMPANY 


100 GOLD STREET 209 SOUTH STREET 
NEW YORK, NEW YORK BOSTON, MASSACHUSETTS 


519 W. HUNTINGTON STREET — PHILADELPHIA 
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The Nude Foot and the Covered-Up Look 


[CONTINUED FROM PAGE 16] 


real place, however, obviously is in 
women’s shoes and especially where the 
appearance of a very much exposed 
foot is desired. (Please note, however, 
that this very bare look is achieved 
most successfully in the clear, crystal- 
like color. In other colors the plastic 
shoe more or less covers the foot, ac- 
cording to the depth of the color used. 
In black it becomes a solid color re- 
sembling patent leather.) 


Place of the Plastics 


This Fall and Winter the plastic shoe 
. combined with some leather or 
fabric for heel, strap, etc... . is finding 
its best selling market in formal even- 
ing shoes. The very naked style which 
it makes possible in shoes, is also ex- 
ceedingly important in evening dresses. 
There is the bare midriff, first of all. 
Then there are dresses which simulate 
the uncovered look by the use of flesh- 
covered materials. They are like the 
glass-like plastic in shoes. They give 
the appearance of more bareness than 
ean be achieved in any other way. 
With fashions, in shoes as well as 
clothes, just about as nude as it is pos- 
sible for them to be, what’s the next 
trend? The pendulum is bound to swing 
back in the other direction to covered- 
up styles. There are several influences 
at work in that direction. There is the 
war-time influence from Paris, bringing 
in evening clothes, opulent and rich, 
but covered-up. Then there is a very 
strong influence in the mannish and 
masculine tailored styles . . . the exact 
opposite of the much talked-of feminine 
fashions . . . which has developed so 
strongly this Fall, first in college, then 
in older, styles. This is bound to in- 
fluence play clothes. Last Summer, 
even, there were some signs of this 
change in long sleeves and high necks 
in play clothes. And this Winter even- 
ing dresses with high necks and long 
sleeves have been definitely accepted. 


Demand for Closed Shoes 


As for shoes, the idea is gaining 
strong headway that shoes are intended 
to be a covering for the foot. Women 
themselves have been asking for closed 
shoes. “Give us something that will 
keep out the sand and dirt when we are 
on the beach or in the country” is their 
plea. So you have a whole new crop of 
tlosed shoes for casual wear. Shoes that 
are so soft in construction and leathers 
that they give a barefoot feeling, but 
... and don’t forget this ...a very 
covered-up appearance. 

The nude look is definitely waning. 
The covered-up look is growing. Watch 
it in shoes because it may strongly af- 
fect the pattern outlines being developed 

for late Spring and Summer. 
trend has already started in 


[CONTINUED FROM PAGE 17] 


and wishbone cross-straps good. Open 
toes, open backs, some meshes and plas- 
tics carrying out the theme of the un- 
covered foot. Platform soles .. . from 
wafer thin to high clogs . . . still in the 
picture. Quarter-inch thickness in color 
contrast most popular. Few high clogs 
very smart with matching soles. Enough 
really low heels to mark a trend. 


Fashion Group Holds 
Fall Hosiery Meeting 


~New YorK—At a recent meeting of 
the Hosiery Section of the Accessory 
Division, members of the Fashion 
Group heard Spring ready-to-wear fab- 
rics discussed by Miss Esther Lyman 
of Harper’s Bazaar and Spring leathers 
by Miss Rhea Nichols of Allied Kid Co. 

Miss Lyman predicted a very color- 
ful season with tweeds in lovely colors 
and cottons very important. 

Resort promotions will be based on 
South American, Central American and 
southwestern themes. Striking com- 
binations will be important in prints— 
such as Shocking Pink and magneta. 
Red will continue. Pastels are always 
good. Black, navy, grey—fiannel and 
taupe—brown—light and dark, greens, 
blues—all types—off-white and purple. 

Miss Nichols directed her talk more 
definitely toward the hosiery market, 
relating her subject of shoe leathers 
to stocking styles. The very important 
casual shoe is a covered-up shoe and 
will require a heavier stocking. The 
metallics—Copper Kettle, Bronze and 
gunmetal — will be the popular new 
Spring finishes. She considers them an 
excellent tie-up for hosiery because 
they will call for specially styled colors. 
She expects neutral tones in shoes to 
be good, especially a good medium 
beige. There will be much activity in 
red, white and blue. Brown did weli 
last Spring in dark and cocoa tones. 
A rust version — Turftan — has also 
been good in spectator types. Dark 
shoes with white trim should be 
watched. Regarding Vinylite, Miss 
Nichols said that it was better not to 
wear it with Nylon hose. Sole treat- 
ments she said, would continue to be 
very important. Sandals still good but 
not the dominant theme as two years 
ago. There should be plenty of public- 
ity for heavier hose for the new casual, 
closed shoe. 


Retailers Cooperate in 
Corrective Shoe Promotion 


HARRISBURG, Pa.— Ten Harrisburg 
shoe retailers recently cooperated in a 
two-page shoe section in the Harris- 
burg Telegraph advertising corrective 
footwear. In addition to the ads, the 
section carried items on proper fitting 
of shoes for men, women and children. 


[35] 








MEN WANTED 


EXCLUSIVE 
HEALTH SPOT SHOE SHOPS 


Here is a wonderful opportunity 
for top-notch men who have the 
right kind of experience and 
ability to conduct a successful 
retail business. 


A central organization directs 
operations according to sound 
practised methods of stock con- 
trol, budget control and mer- 
chandising. 


The right man who can give an 
intelligent presentation and fol- 
low through with a careful, 
accurate fitting, develops a fine 
following of satisfied customers. 


Profits increase as the store’s 
volume continues to grow due to 
old customers coming back and 
new customers being sold 
through recommendations of sat- 
isfied wearers. 


The foundation of this success is 
Health Spot Shoes, combined 
with the proper ability to under- 
stand individual customer prob- 
lems. 


Are YOU 
the man 
we are 
looking 
for? 


Do you have orthopedic shoe 
selling experience? A thorough 
knowledge of shoe fitting? A 
pleasing personality? Are you 
ambitious? Are you willing to 
work hard? 


Send for an application blank 
today! YOU may be selected. 


HEALTH SPOT SHOE SHOPS, Inc. 
industrial Avenue 
DANVILLE, ILLINOIS 











Merchants eager to check their sales promotion and 
adopt new stream-lined methods of sales planning will 
have an opportunity to contact at the National Shoe 
Fair, to be held in Chicago, January 6, 7, 8 and 9, the 
trained staff of the Sales Planning-Sales Promotion 
Clinic established for the purpose of serving all shoe 
men in attendance at the Fair. 

The program of the clinic is again under the super- 
vision of Michael Murphy, Sales and Advertising Man- 
ager of Krupp & Tuffly, Inc., Houston, Texas. To the 
new way of American business, Michael Murphy injects 
into his shoe thinking practical and sane planning. built 
to fit the purse-size expenditure of each individual mer- 
chant. 

The enthusiastic endorsement of the Sales Planning- 
Sales Promotion Clinic on the part of merchants has 
been the individual conference method of analyzing the 
promotion and selling perplexities confronting the re- 
tailer. 

Each merchant’s problem is given individual treat- 
ment and recommendations are made to fit the store 
volume and its customers. Mr. Murphy and his staff 
are sufficiently experienced in the field of advertising 
and selling .to suggest a definite program, based on a 
six months’ selling period, including Spring promotions 
and suggestions for profitable Easter selling. 

Murphy, with his long experience in observing results 
from advertising campaigns, has become one of the 
country’s leading analysts on the appeal of copy, lav- 
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PROMOTION 
CLINIC AT 
SHOE FAIR 


Witt Serve as Practical Clearing House for 

Sales Building Methods, under Experienced 

Leadership of Michael Murphy, Practical Shoe 
Man and Advertising Authority 


MICHAEL MURPHY 


out and composition. He understands the effectiveness 
of small copy and how to squeeze the greatest sales 
possibility from small ads. He can fit a modest appro- 
priation into a forceful selling unit. As chief-of-staff of 
the Sales Planning-Sales Promotion Clinic of the Na- 
tional Shoe Fair, merchants have found his advice on 
proven planning invaluable. 

C. Benjamin Rush, another member of the staff, who 
conducts his own advertising service agency, is recog- 
nized as an outstanding authority on shoe promotions, 
having served as advertising manager of one of Detroit's 
leading shoe stores. Specializing on direct-mail and 
sales analysis, he has planned successful campaigns for 
selling shoes, coordinating all phases of media necessary 
to make a campaign click. 

Mr. Rush has been associated with the clinic of the 
Fair for five years. Each succeeding year finds him 
closeted with merchants who have progressed step-by- 
step in following his recommendations. 

An addition to the staff this year will be Robert 
Gallagher, idea and lay-out expert of Chicago, who 
operates his own agency. He will be available to mer- 
chants who experience difficulty in making attractive 
lay-outs. Mr. Gallagher will make actual lay-outs for 
merchants and give them easily grasped fundamentals 
on proper balance, how to use white space judiciously. 
and all-important eye-stopping points regarding adver- 
tising. 

[TURN TO PAGE 45, PLEASE | 
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New York Center of Spring Shoe Interest 





Showings Draw Many Buyers to City as 700 Manufacturers 
Exhibit New Lines at Hotels and Showrooms 


New York — With more than 700 
shoe firms exhibiting their Spring lines 
here this week, footwear interest was 
centered on New York with buyers from 
every section of the country and Canada 
in attendance. Exhibitors were centered 
mainly at four hotels, the Pennsylvania 
with its group display of the St. Louis 
Shoe Manufacturers Association mem- 
bers and a number of other firms; the 
McAlpin, with some 200 lines on dis- 
play; the New Yorker, comprising the 
volume and popular-priced lines, and 
the Vanderbilt at which a small group 
of eastern quality shoe firms exhibited. 

Other manufacturers displayed their 
new lines at their permanent showrooms 
and at other nearby hotels. 

At the time of this writing (Tues- 
day) little buying had been done al- 
though there was several orders written 
for current merchandise for January 


and February selling. Buyers in gen- 
eral limited themselves to sampling the 
new Spring lines and although little 
buying was expected, exhibitors ex- 
pressed themselves as well pleased with 
the interest shown in the new lines and 
with prospects of sizable orders to be 
written up in December. 

A great deal of interest was evi- 
denced in the casual shoes in which 
practically every line was well stocked. 
Colors were many and lively but it is 
still too early to detect any definite 
trend. 

The question of price was a much- 
discussed subject throughout the corri- 
dors. Although quality manufacturers 
expressed themselves at dealer meetings 
as holding to current levels for Spring, 
the rising cost of raw materials was dis- 
cussed generally as an indicator of the 
way the wind is blowing. 





N. Y. State Retailers Act 
To Curb “Unfair Selling” 


Rocuester, N. Y.—Steps toward pro- 
tecting legitimate profits of shoe re- 
tailers are foreseen as Ernest R. Park, 
president of the New York State Shoe 
Retailers, appointed its legislative com- 
mittee for the coming year. 

Jesse Adler of New York was named 
chairman of the committee, and its 
other members are Ernest A. Beau- 
mont, of Albany, and M. A. Mittleman, 
of Rochester and Buffalo. 

First on its program is the enact- 
ment of a law similar to a measure on 
the statute books of the State of Wis- 
fonsin which is designed to prohibit 
the sale of shoes at cost to employees 
in industrial establishments, thereby 
eliminating the retailer. 

Members of this committee have been 


empowered by the association to use 
all fair means in getting a bill through 
the next Legislature which will pro- 
hibit industrial firms from selling at 
retail to their employees any merchan- 
dise not produced by them. 

The only exceptions would be meals, 
candy, cigarettes and tools required in 
carrying on their work. 

Michael Santercole of Buffalo, a di- 
rector of the association, first called 
attention to the existence of the abuse 
—factories selling all kinds of mer- 
chandise to their employees, with shoes 
for all members of the family. 

Inquiry showed that Wisconsin had 
taken successful action to curb the 
abuse in that state. A copy of the mea- 
sure was obtained, and a bill to be 
prepared for this state will follow its 
specifications. 


Salesmen Signing Up 
For Northwestern Show 


MINNEAPOLIS, MINN. — Reservations 
for display rooms are coming in nicely 
for the 26th annual convention and ex- 
position of the Northwestern Shoe Re- 
tailers Association, which will be held 
at the Hotel Radisson, Minneapolis, on 
January 26, 27 and 28, 1941, in col- 
laboration with the Northwestern Shoe 
Travelers Association. 

In September a regular general let- 
ter invitation was sent to former rep- 
resentatives and their associates. 

Again this year the actual assign- 
ment of display rooms is being handled 
by Harry E. Turgeon, assistant man- 
ager at the Radisson. Within the next 
few days President Sandum will name 
the various committees at the conven- 
tion. 


12 Firms Bid for 


Last Contracts 


Boston, Mass.— Bids on 100,000 
Munson lasts, over which are made both 
Army service and C. C. C. shoes, were 
opened November 8 at the Boston 
Quartermaster Depot in open, competi- 
tive bidding. The purchase of lasts in 
this quantity at this time has led to 
the belief in the trade that more large 
orders for shoes are in the offing. It is 
estimated that between 4,000,000 and 
5,000,000 pairs of shoes could be made 
over 100,000 lasts in a year of 300 
working days. The vast majority of 
lasts on order were in the wider widths 
—D, E and EE. Among the low bid- 
ders were: 

Daetsch & Woodward, Inc., Breoklyn, 
40,000 pairs at $1.245 per pair; Daetsch 
& Woodward Last Co., Inc., of Lynn, 
Mass., 20,000 pairs at $1.30 per pair; 
Western Last Co., of St. Louis, 25,000 
pairs at $1.30 per pair; and the United 
Last Company of Boston, 100,000 pairs 
at $1.327 per pair. Twelve companies 
submitted bids. 





[38] 


Hides Advance Again in Aggressive Buying 


BOOT anp SHOE RECORDER, November 16, 1940 





Election and Morgenthau Statement on Proposed Rise in Debt 
Limit Taken as Go-Ahead Signals in Market 


That Washington is one of the prime 
influences in the commodity price situa- 
tion is a point upon which there is gen- 
eral agreement. What was interpreted 
as the “go-ahead” signal from Wash- 
ington came late last week in Secre- 
tary of the Treasury Morgenthau’s 
press conference in which he indicated 
that Congress will be asked to raise the 
statutory debt limit by an estimated 
$15,000,000,000 to $20,000,000,000 in 
order to meet the costs of national de- 
fense. This prospect for huge govern- 
ment spending has been the stimulus 
in creating the buoyancy in securities 
as well as major commodities. While 
the Secretary of the Treasury was 
quoted to the effect that he did not 
fear inflation he added that the Trea- 
sury had no idea of using inflation con- 
trol itself. He also stated that the 
price advance will be watched closely. 


Experience of 1936 Boom 
Hide Buying Resumed 


It will be recalled that in 1936 the 
Administration gave the “green light” 
signal which was followed by an up- 
ward movement in the general com- 
modity price structure until April, 
1937, when the Chief Executive pointed 
out that copper was too high. An ir- 
regular downward trend followed, and 
it would now seem that the upward 
trend is again in effect. 

Singularly enough, hides have been 
leaders in the advance in the commodity 
price structure, due to the unusually 
strong statistical position. Hides moved 
up under an actual demand of greater 
than the indicated supply. 

Under the stimulus of the inflation- 
ary implications, government contracts 
for shoes and leather, and the main- 
tained civilian demand, hides prices ad- 
vanced to new highs for the present 


movement. A keen demand for leather 
in the domestic market, purchases by 
Russia of some 340,000 bends, which 
equals approximately 170,000 hides, 
further foreign inquiry in the market, 
and increased covering of leather 
against army shoes orders, plus an ad- 
vance of some 3 cents a foot in leather 
prices, combined to lift the hide price 
structure. Pronounced strength in the 
Argentine and buying in the Chicago 
market by Canadian tanners were added 
factors as was the fact that finished 
leather stocks were the lowest on record. 

The spot hide market was strong. 
Prices advanced some 1 to 2 cents a 
pound during the month and were up 
some 5 to 6 cents a pound from the 
levels prevailing in mid-August. A pre- 
election tapering off in spot hide activi- 
ty took place, which of course was pure- 
ly psychological. However, this bar- 
rier was quickly removed after the elec- 
tion, and a resumption of aggressive 
buying by tanners took place. The gen- 
eral realization that irrespective of the 
election the business prospects are 
bright, and would continue so for a 
considerable time to come, which in- 
cidentally is being reflected in sharp 
advances in securities, had much to do 
with creating renewed enthusiasm on 
the part of tanners. 

Buying of spot hides by tanners in 
recent weeks has been the most ag- 
gressive and most persistent witnessed 
in the market here. Some old line hide 
interests do not recall when there was 
anything like this persistent and urgent 
demand for hides continuing as long 
as the current buying movement has 
lasted. 

This advance which has taken place 
in the hide market is purely a reflection 
of the supply and demand situation. 
For months the spot hide market has 
been selling at levels which might be 





Federal inspected slaughter 
Uninspected slaughter 

Net imports 

Cattlehide into-sight 

Total into-sight of all hides 
Total wettings 

Total leather production 
Total leather consumption 
Raw stocks at end 
In-process stocks at end 


Raw hides (in terms of wettings) 


In-process (in terms of leather production) 
Finished leather (in terms of leather cons.)............-++++: 


Sept. 1940 Aug. 1940 Sept. 1939 
842 
407 
417 

1,666 
1,889 
1,830 
1,739 
1,952 
3,937 
4,410 
4,219 
12,566 


812 

441 

359 
1,612 
1,815 
1,720 
1,594 
1,818 
4,032 
4,542 


termed as unjustifiably low, compared 
with other commodities. The advent of 
the large government orders for shoes 
and leather goods, combined with the 
foreign demand, had necessitated the 
active buying by tanners. Surprisingly 
enough, in spite of the unusually large 
buying by tanners not much anticipa- 
tory buying has taken place, according 
to those close to tanner interests. 

Spot hide quotations held at the best 
levels, with light native cows River 
Point ruling at 14% cents; native 
steers at 15 cents; branded cows, 13 
cents; native bulls, 9% cents, rep- 
resenting gains of 1% to 2% cents a 
pound from a month ago. 


Argentine Market Strong 


In the Argentine the demand fron 
England, Japan, Russia and the Unite: 
States created renewed strength in that 
market. The smaller kill in Sout! 
America also aided the advances. In 
cidentally, the season for the smalle: 
kill in South America is at hand as th 
summer season nears. Frigorifico steer: 
last sold at 13 5/16 cents, an advanc: 
of 2% cents a pound for the month. 

A reflection of the keen and persist 
ent demand for leather for immediat: 
and nearby delivery is noted in the sta 
tistical report for the month of Sep 
tember, released by Commodity Ex- 
change, Inc., showing the finished 
leather stocks being reduced to the 
smallest on record. The stock is down 
to below 4,000,000 equivalent hides. In 
terms of number of months supply on 
hand, finished leather stocks were also 
the lowest on record. This was partly 
offset by the slight increase in stocks 
of hides on hand, and in process of tan- 
ning. Total stocks at the end of Sep- 
tember were 12,569,000 equivalent hides, 
which represents some 7.3 months sup- 
ply, and is the lowest total since April, 
1940, and compared with the low since 
the beginning of the war of 6.44 months 
supply at the close of October 1939. 
Finished leather stocks now represent 
2.16 months supply. 

The statistical summary in thousands 
of hides follows: 


Jan.-Sept. 
1939 
6,943 
5,306 
1,938 
14,187 
16,209 


9 months 
1940 
7,047 
4,153 
2,662 
13,862 
15,565 


880 
540 
198 
1,618 
1,821 
1,741 
1,814 
1,923 
3,786 
4,315 
4,562 
12,653 


No. of months supply on hand at end 


Sept. 1940 
2.34 
2.80 
2.16 


7.30 


Aug. 1940 
2.39 
2.80 
2.43 


7.52 


Sept. 1939 
2.13 
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ON THE FASHION HORIZON... 
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How to Keep the Young 
Crowd Coming Back 


[CONTINUED FROM PAGE 21] 


ahead of what would be the normal 
time, believing it will soon be high 
fashion news. 

“In buying for a shop such as ours, 
one should get the shoes in early, pre- 
ferably in advance of the season,” ad- 
vises Mr. Parsons. “Then, watch for 
the styles that have best customer re- 
action, and be quick to re-order these 
best-sellers. This watchful system of 
merchandising will keep down your 
mark-downs and give you a much more 
favorable operation. When you've dis- 
covered these best-sellers, it is wise to 
promote them in your advertising, as 
we do in our regular week-end adver- 
tisément that shows the photograph of 
the céllege girl who is to model these 
shoes. 

“Due to the fortunate fact that there 
are so many colleges in and around 
St. Louis, it is quite natural that we 
sell a great deal of certain type shoes, 
mainly the spectator type that college 
girls prefer, that don’t often sell so 
well in.communities different from ours. 
The lasts run a little extreme, too, in 
the shoes we sell,” adds Mr. Parsons. 
“All are. @efinitely short vamp. You 
might say Wwe go from the sublime to 
the ridiculous, too, in offering shoes 
with heéls from 3% inches high to the 
same type shoes with heels as low as 
14/8. In this way we satisfy the tall 
girl who likes smart shoes and the very 
short on who likes exquisite ones. 

“For evening wear, we’ve found that 
allover solids, that is, gold and silver 
or black and white satins are favored 
by the modern girl against combina- 
tions. This year, particularly, there is 
an increase in white satins that may be 
tinted to match colorful formals. Open 
toe shoes are bigger than they ever 
have been before, especially for formal 
wear, in spite of the season. 

“While our shop is called the ‘So- 
rority House,’ catering principally to 
the young school or business girl, we 
have many young matrons who are 
regular customers, because of the 
youthful styling and the types of shoes 
that we sell. 

“On the other hand, we feel that by 
giving these young girls, who make up 
the majority of our customers, addi- 
tional attention, we are making custom- 
ers not only for our own shop now, but 
for the store, for the other shoe depart- 
ments as they grow older and as their 
ideas of styles and patterns change. 

“Last but certainly not the least im- 
portant,” concludes Mr. Parsons, “we 
try to have what they want WHEN 
they want it. We are constantly keep- 
ing in mind the type of styles that they 
want, and give them to the young 
crowd in good quality shoes that will 
give them satisfactory wear. And, of 
course, the special service that you give 
makes them come back to your shop, 
instead of to your competitors.” 
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WE'VE GOT SOMETHING 
~NEW IN FOOTWEAR 


K, ‘apend. rf 
FOOT REST 


y SHOE A 
CRreLexie! 


VERIFLEXIBLE CONSTRUCTION 


Patent Pending 


The most flexible shoe we’ve ever built! Same weight 
and quality of leather insole and outsole. It’s the new and 
exclusive process that makes the difference! SALESMEN now 
in their territories. See their samples, or write for catalog 
of smart new stock shoes for late fall and early spring. 


Nationally Advertised to Retail at $659 to $695 Slightly Higher Denver West 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 


NEW YORK SHOWROOM: MARBRIDGE BUILDING 





P. N. Fick Joins 
Lucey Division 

Boston, Mass.— Peter N. Fick of 
Macon, Ga., who for many years has 
traveled through the Southeast and who 
has a wide acquaintance and many 
friends among retailers in that section, 
is now connected with the Plymouth 


Division of the John E. Lucey Shoe Co.,’ 


of Middleboro, Mass. About November 
1 he began the first of his trips through 
Georgia, Alabama and Florida show- 
ing this company’s line of men’s sport 


shoes designed to retail at $4 and $5.~ 


Mr. Fick has had wide experience. in 
the shoe field, having been connected 


at one time with the George E. Keith 
Co., and, more recently, with the Free- 
man Shoe Corporation, of Beloit, Wis 


Goffelin in Charge of New 
Rowell Department 


PHILADELPHIA, Pa.—The recently op 
ened shoe department of Rowell’s de- 
partment store in the Germantown 
section of Philadelphia is under the 
direction of Donald Goffelin, who was 
formerly assistant buyer for Arno!d 
Constable. The department carries 4 
full line of women’s, children’s aid 
boys’ shoes. ; 
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BUYERS CAN'T 
AFFORD TO MISS THE | - 


HOTEL STATLER and PARKER HOUSE DECEMBER 2°3:4:°: 5 


Timed“ right—lines completed and prices settled . . . 
IT'S TIMED RIGHT located right—-heart of the world’s greatest volume shoe 
production . . . run right—official management benefits 
both buyer and seller . . . most complete showing of 
Spring styles—325 representative manufacturers already 
listed. You'll be right, if you come to Boston . . . be- 
cause you'll buy right at Boston. 


For sleeping room IT'S LOCATED RIGHT 
reservations 


write to-day to 


NEW ENGLAND SHOE and LEATHER 
ASSOCIATION 


210 LINCOLN STREET BOSTON, MASS. 








Open New Plant 


MILWAUKEE, Wis.—The Huth & 
James Shoe Manufacturing Co. is ex- 
panding its operations with the open- 
ing of a plant at Cedarburg, Wis., 
where production will get under way ; , Re NY 
within 30 days, according to Edward age . ‘wT a 
Huth, president. The firm will con- 0 wn 
tinue operations at its local plant and ‘ 
its Cedar Grove factory. 

Huth & James will employ between 
100 and 125 in their new manufactur- 
ing venture. The company, which em- af Se Niu | c 
ploys about 250 persons in Cedar Grove A . ; + 4\ Weeareit{\\\ 

. So 


and 125 here, manufactures women’s a a 
TAL hi 
a OE en. 


PE 


and girls’ shoes, and will produce 
women’s play shoes at Cedarburg. 

About $20,000 is being spent in re- 
conditioning the property to be occupied 
by the shoe firm in Cedarburg. 


Macon Retailers 
Entertain the Ladies 


_ Macon, Ga.—Members of the Macon 
Shoe Retailers’ Association held their 


* Ps Person i pt ‘aati ose. Chicago, Ill.—Permitting the customers to see the entire slipper line at a glance 
. N ia 6 Peak P. teem has proved so successful in securing a good volume of Christmas sales that this 
7a svovember ¢. . + same display has been used successively for the past two years by Marshall Field 
presided over the short program; com- & Co. in its suburban store in Oak Park. The slippers are displayed on tilted 
pacts were presented all of the ladies shelves just behind a counter which is also devoted to slipper display. Thus the 
Present as souvenirs of the occasion, ¢ystomer can look over the counter and ask the clerk to show any specific slipper. 
and a dance concluded the evening’s (Concentrated in a small area this method of display and merchandising makes it 
‘entertainment. possible to do practically all selling of gift slippers over the counter. 
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Bowling Shoes 





OO Oe 6 OF ee ee 


: 5 asco 


BOWLING SHOES 
and OXFORDS 
up Ne. 732LX Wos. Ox. 1.35 


No. 732X Men's Ox. 1.45 | 
Ne. 731X Men's Hi. 1.55 | 


15 Additional Styles 
in Stock. All reg. 
combination soles. 
ASK for cur New 
Ne, 731X 
ARNOFF SHOE CC., 101 Duane Street, N.Y.C. 


OE OO OF Oe rr, oF re 


Sport Shoes 


i di hie diet 


-£ SPORT 
Up HO" Sunes 


BY SANDLER OF/IBOSTON 


JIFFY-LOAF-A-ROUND 


Series 11 | 





No. 8480—All antique finish uppers, 
treated leather soles, 10/8 heel. 

No. 8484—As above only red dufiex 
soles and heels. 


Widths AAA te C - Sizes 3 te 
Priee $2.40 10 ‘Day ‘Delivery 


A. SANDLER CO. 


Counters and Welting 


—“- 





The feet prefer to “take it easy,” 
The porous texture makes it breezy. 











Going ’Em One Better 


YounGstown, Ono — Bert Lustig, 
who operates Lustig’s Shoe Store, 
Youngstown, is not only collecting old 
shoes for British war refugees, but 
has another barrel for shoes to be given 
to local charities. 
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Wallace Kemp Treasurer 
of U. S. M. C. 


Boston, Mass.—At a meeting of the 
Board of Directors of the United Shoe 
Machinery Corporation, Charles G. 
Bancroft resigned from the office of 
treasurer, but continues as a vice-presi- 
dent and director. Wallace M. Kemp, 


WALLACE M. KEMP 


heretofore auditor of the corporation, 
was elected treasurer to succeed Mr. 
Bancroft, and was elected director. 

Mr. Kemp is a graduate of the Bent- 
ley School of Accounting and Finance, 
and is a Certified Public Accountant. 
He entered the employ of the United 
Shoe Machinery Corporation in 1917 in 
the accounting department, and suc- 
ceeded the late James B. Geddes as au- 
ditor in 1932. He is a resident of 
Braintree, Massachusetts, and member 
of the Braintree Post American Legion. 

Joseph A. Kuebler, who has been 
associated with the corporation for 
many years in the accounting depart- 
ment, succeeds Mr. Kemp as auditor. 


Large Registration for 
Boston Shoe Fair 


Boston, Mass.—With the opening of 
the next Boston Shoe Fair less than a 
month away, applications for reserva- 
tions received at the offices of the New 
England Shoe and Leather Association 
point to high interest in this Spring 
showing, scheduled for December 2, 3, 
4 and 5. To date, nearly 400 firms have 
been assigned 500 sample rooms at the 
two official hotels, Hotel Statler and 
Parker House, and it is expected that 
the number of exhibitors will equal the 
number of exhibitors at the Boston 
Shoe Fair last June, which was the 
largest and best show ever held in this 
city. 

Maxwell Field, secretary of the asso- 
ciation and manager of the Boston Shoe 








oa you aor 


Nursery Slippers would be 
on every child’s Christmas 
gift list in your town if you 
made a showing of Mrs. 
Day’s Ideals. Twenty styles, 
carried In-Stock, are shown 
in new catalog. There’s time 
to “get ready” if you act 
now. 


MRS. DAY'S 
IDEAk BABY SHOE CO., 
DANVERS, MASS. 


























Fair, emphasizes that, while the Hotel 
Statler and the Parker House are the 
only two hotels at which shoes and 
allied products are to be put on display, 
sleeping room reservations will be ac- 
cepted not only by these two hotels, but 
also by the Copley Plaza, Ritz-Carlton, 
Touraine, Manger, Essex and West- 
minster hotels. Applications for sleep 
ing room accommodations, he points out 
should be made directly to the hotel 
selected. Applications for display 
rooms will be assigned by the Boston 
Shoe Fair Committee at 210 Lincoln 
Street and not by the respective hotels 
This show has been timed to meet the 
Spring buying needs largely of the vol- 
ume trade, and the independent retail 
operator, as well. Representative lines 
from ail parts of the country will be 
on display and buyers will be given op- 
portunity to compare styles and values 
and place their orders sufficiently in ad- 
vance of the opening of the retail 
Spring season to make certain that 
Spring deliveries will be on time. 


U. S. Rubber 
Declares Dividend 


New York-—A dividend of 2 per cent 
was declared on the outstanding 8 per 
cent non-cumulative First Preferred 
stock of United States Rubber Com- 
pany, at the regular monthly meeting 
of the company’s Board of Directors, it 
was announced by F. B. Davis, Jr., 
chairman and president of the compar. 
Dividend is payable December 20, 19:0, 
to stockholders of record December 6, 
1940. The last previous dividend on 
this stock was 2 per cent paid on Sep- 
tember 27, 1940. 
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Dates to Remember 


Boston Shoe Fair, New England 
Shoe and Leather Association, 
Hotel Statler and Parker House, 
Boston, Mass. 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Illinois. 

January 4, 5, 1941 


NATIONAL SHOE FAIR, Hotel 
Stevens, Chicago, Ill. 
January 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair (Joint- 
ly Sponsored by Michigan Retail 
Shoe Dealers Association and 
Michigan Shoe Travelers Club), 
Hotel Statler, Detroit, Mich. 
January 12, 13, 14, 1941 


Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Char- 
lotte, N. C.. January 12, 13, 14, 1941 


Joint Annual Convention South- 
western Shoe Travelers Associa- 
tion and Texas-Oklahoma Shoe 
Retailers, Hotel Adolphus, Dal- 
las, Texas. 

January 12, 13, 14, 15, 1941 


California Shoe Fair, Hotel Bilt- 
more, Los Angeles, Calif. 
January 15, 16, 17, 1941 


27th Annual Shoe Show. Middle 
Atlantic Shoe Retailers Associa- 
tion, Benjamin Franklin Hotel, 
Philadelphia, Pa. 
January 19, 20, 21, 1941 


Indiana Shoe Buyers’ Week, Indi- 
ana Shoe Travelers Association, 
Claypool Hotel, Indianapolis, 
Ind. January 19, 20, 21, 1941 


Annual Convention Northwestern 
Shoe Retailers Association, Hotel 
Radisson, Minneapolis, Minn. 

January 26, 27, 28, 1941 





December 2, 3, 4, 5, 1940 


16, 1940 
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ARCH PROBLEM 


* Perfect Mark-Up 
*Perfect Styling 





Yi thber Cs spats) | 


WE BROUGHT YOU NATIONALLY ADVERTISED 
JOLENE HOLLYWOOD STYLED SHOES... 


< - F: We Give You Victoria Cross /~ 
Arch Shoes to Retail at *3 


THE PERFECT ANSWER TO YOUR VOLUME 


* Perfect Promotions 
* Perfect Construction ec uy 


AND Now  orta ©. * 
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ys 


~ 
yp ea! 
“a 


ae 


Your Tobe, So.fe 
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Mayor Tobin to Speak 
At Boston Club Meeting 


Boston, Mass.—The opening dinner- 
meeting of the fifty-second season of 
the Boston Boot and Shoe Club will be 
held on Wednesday, November 20, at 
the State Suite in the Copley Plaza 
Hotel, Boston. The guest speaker will 
be the Hon. Maurice J. Tobin, mayor 
of the City of Boston, who will speak 
on “The City of Boston—A Big Busi- 
ness.” The president of the club, Fran- 
cis B. Masterson, prominent Boston 
shoe wholesaler, will preside at this 
meeting and will serve as toastmaster. 

A gala program is being planned for 
this meeting, according to Maxwell 
Field, secretary of the club, and mem- 
bers and guests are assured a most 
pleasurable evening. A reception and 
cocktail hour is planned at six in the 
evening, and a turkey dinner will be 
served at 6.30 P. M. 





(inderella 


* NO MIXING—Dip brush in 
bottle and begin. 


Any member of the New England in- 
dustry who would like to attend the 
club’s first meeting of the season and 
hear Mayor Tobin speak, will be wel- 
come. Merely address your request for 
a guest ticket—$2.50 per plate—to the 
secretary at 210 Lincoln Street, Boston. 


L. V. Marks & Sons 
Add to Factory 


CINCINNATI, OHIO — L. V. Marks & 
Sons Company, Cincinnati, recently 
completed another step in their expan- 
sion program—a new building adjoining 
their Vanceburg factory. It has a floor 
space of about 5,000 square feet. This, 
in addition to other factory changes 
and additions, has brought the com- 
pany’s daily capacity up to 7,000 pairs 
as compared with 4,000 pairs a year 
ago. L. V. Marks, Sr., states that the 
last few months have been unusually 
good ones in their business. 


“Ready to Use” 


FABRIC DYES 


A COAST TO COAST FAVORITE because :— 


* 120 up-to-date colors. 


EVERETT & BARRON CO. Providence, R. 1. 


* Colors are dependable. 


* Dye levels without streaks. 


Toronto, Can. 





WHERE 
TO 
BUY 


— + 


Ballet Slippers 
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BALLET SLIPPERS 














Juvenile Shoes & Slippers 


~ i li eli eile eid ili alin elite 


Make money with 
“WIGGLETOES" 


Complete, fast selling tine of infants’ and 
children’s shoes and house slippers retailing at 
popular prices. " 

IN STOCK — SEND FOR CATALOG 
WEITZMAN SHOE CO. 
NEWARK, NEW JERSEY 
N. Y. Showrooms — 1333 Broadway 





—™ sie lien sei eal 


Women's Shoes 


OO re 08 oe Oe Oe em ee ee He 


HAND TURNED COMFORTS 
14 numbers IN STOCK 


RETAIL 








Write 
ABBOTT SHOE CO. 
ESTABLISHED (855 








Shoe Finders Hold 
Dinner-Meeting 

PHILADELPHIA, PA.—The Shoe Find- 
ers’ Association of Philadelphia held 
their Fall dinner meeting Thursday. 
November 6, at the Bellevue-Stratford 
hotel. Noah A. Seigel, secretary of the 
organization, stated that as the mem- 
bers came to have a good time, business 
was not discussed at all, the banquet 
being followed by an entertainment. 
Election of officers, usually held in the 
Fall, has been postponed until after 
the New Year. 
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Additions to ne 
Bartley Sales Staff 


St. Louris, Mo.—Jim Legg, sales man- 
ager of Moulton-Bartley, Inc., an- 
nounced recently the addition of Jack 
Davis to his sales force. Mr. Davis will 
carry the company’s lines in the South- 
eastern territory. He comes to Moul- 


EDWARD J. GALLAGHER 


ton-Bartley well equipped in the knowl- 
edge of shoes, having been for many 
years a buyer at Loveman, Joseph & 
Loeb of Birmingham. More recently he 
was with Davidson-Paxon of Atlanta. 
Moulton-Bartley, Inc., held a two-day 
sales convention at headquarters No- 
vember 2 and 3. 

Ed. J. Gallagher also recently joined 
the sales force of Moulton-Bartley, Inc. 
Mr. Gallagher will carry this company’s 
line of Modeart shoes in the states of 
Iowa, Minnesota, North and South Da- 
kota, and Nebraska. He was formerly 
connected with P. Hagerty Shoe Com- 
pany, Washington Court House, Ohio, 
covering Iowa and adjacent states. He 
is the son of Todd Gallagher, well- 
known throughout the shoe trade in the 
Middle West. 


International Awarded 
Army Boot Contract 


Boston, Mass.—The bidding, October 
29, on 100,000 pairs of leather boots 
with legging tops for use in the regular 
army has resulted in the award of one 
contract for about one-fifth of that 
quantity, according to officials at the 
local Quartermaster Depot. 

The International Shoe Company is 
to make 20,004 pairs at a price per pair 
of $6.63. Other bids apparently were 
unsatisfactory, probably because of the 
prices asked, which ranged as high as 
$9.77. This top bid is believed to have 
been at least $4 per pair higher than 
the price paid for the last lot of these 


A SMART SELLER 
FOR MEN WHO 
HATE RUBBERS 


HERE'S A SHOE THAT REALLY HAS 
something! Not only is the Bass Mufti smart 
in appearance and a joy for downright com. 
fort, but it is guaranteed to be absolutely 
waterproof. Three separate construction fea- 
tures keep the Mufti dry, and style-right design. 
ing of Martin's Zug Scotch Grain leather maies 
it tops for men with an eye to good taste. 
G. H. Bass & Co., Dept. BS-6, Wilton, Maine. 


BASS MUFTI 





boots bought by the government. No 
notice has been issued indicating what 
action will be taken. It is assumed, 
however, that new invitations will be 
sent out in the near future. 


N. E. Shoe Production Down 


Boston, Mass.—Showing a loss from 
September, 1939, of five per cent, th 
New England shoe _ states—Massachu- 
setts, New Hampshire and Maine- 
nevertheless produced 12,389,570 pairs 
of shoes during September, 1940, ac- 
cording to figures compiled by the New 
England Shoe and Leather Associatio: 
The decreases by in the ord 
given above, werefour, ten and one p< 
cent respectively. 

Massachusetts led all shoe states 
production for this month with a tota 
of 7,154,838 pairs, followed by New 
York with an output of 5,924,209 pair 

For the nine months period, Januar 
September, the New England sh 
states produced 106,370,986 pairs, a d 
crease of 9 per cent from the sam: 
period a year ago. Massachusetts sh 
output was 10 per cent lower during 
this period, and the decline for both 
New Hampshire and Maine was 7 | 
cent. Pennsylvania was the only st 
that registered a gain in output duri 
the first eight months of this year 
compared to the corresponding per 0 
a year ago. Its gain mounted t 
per cent. 
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eral igns in stock. Sam- 
ples available on request. 


6 Doz.—$1.10. 12 Doz. 
—$2.00 
With Store Name 
Imprinted 
100 tickets—3.00 
200 tickets—$5.00 
Check with order please, un- 
less C.0.D. preferred. 


DISPLAY CARDS 
Each month, 14 infor- 


Color Xmas Windows 


with Decorative 
Display Cards 
and Price Tickets 














mative and forceful 








an A tely - aed oe. 
cards. 





LNAWLYVYdad AZDIAYEZS SINWHOUAW 





Detailed Information on Monthly Service at Your Request. 


BOOT AND SHOE RECORDER 








209 SOUTH STATE STREET ® CHICAGO, ILLINOIS 


Their Shoes New Longer 


OU make your real money from faithful old 


More Profit from 
—Old Customers 
""/y, When You Use 


GHieels to Keep 





== customers who keep coming back for more. 
It’s good insurance of good business to keep 
them extra pleased with the comfort and value 
of their shoes—an easy job when you specify 
energy-saving comfort—assuring longer level- 
wearing ITS Left and Right Rubber Heels. 
Don’t let customers drift away to other stores— 


issue instructions now to your Own or your con- 


tract shop: “ITS heels hereafter.” 


THE leTeS CO., ELYRIA, OHIO 











Spring Market Opens 


[CONTINUED FROM PAGE 30] 


lines continue to use the dark navy. 
Soldier Blue is being shown in many 
lines. Multicolor, developed in strip- 
pings, is quite charming. Red, white 
and blue, in two and three-color com- 
binations, deserves special note. 

Colors and materials for casual shoes 
deserve special mention. The unques- 
tioned favorites are the soft sturdy 
leathers. And the outstanding color 
family is the new range of beiges, with 
“saddle” the leading favorite. This 
color group runs all the way from a 
very pale cold shade to a deep golden 
tone. 

It is all the new American influences 
on design and color that are making 
the new shoes so fresh and interesting. 
Cowboy, Indian, South American; mili- 
tary, sailor and aviation inspirations. 
We have “frontier fringes,’ for in- 
stance, and brass studs. 

Military effects we have already 
mentioned. The sailor note appears in 
touches of white on blue, white braid 
and stars on blue collar being literally 
interpreted in a few cases. Litile avia- 
tion wings on bow trims are also being 
used. 


Shoe Club Holds Dinner 
New YorK—The Shoe Club of New 


York held a dinner-dance in the Colonial 


Room of the Hotel McAlpin Tuesday 
evening, November 5. After a turkey 
dinner, entertainment was provided by 
the club, and election returns were an- 
nounced as soon as received. A gala 
spirit prevailed, and the evening was 
pronounced successful by all who at- 
tended. 


New Plastic Heels Made 


In Many Colors 


Of the many uses to which modern 
plastics have been put, its application 
to women’s shoes is growing in popu- 
larity. Especially noticeable is its in- 
creasing use for heels. 

There are many forms in which 
plastic has been adopted to heels. De- 
signers have spent a great deal of time 
in research and experimenta.ion to 
enable them to make a product that 
would have all of the desirable qualities 
that go with a new product. One manu- 
facturer has applied for patents and 
placed such a heel on the market under 
the trade name of “LIFE-TIME.” This 
name is said to describe the product, 
since it will last during the life of 
the shoe without losing any of its 
beauty or finish. 

The heel is made by molding plastic 
around a regular wooden heel core. It 
is applied to the shoe the same way 
the wooden heel is applied. An impor- 
tant feature is the fact that it can be 


treaded to fit the requirements of any 
individual manufacturer’s lasts. The 
leather heel lifts are nailed to the heel 
as on the ordinary heel, and can be 
easily replaced by any shoe repair 
shop. The wood core combined with 
plastic gives the heel greater sturdiness 
than the all-wood heel, plus immunity 
to scuffing and cracking at no added 
weight. 

These heels are now being produced 
in transparent, translucent, and opaque 
plastic, with new popular shoe buckles 
to match. A wide variety of colors is 
also being used, among which are glass 
white, turf-tan combination, Congo 
combination, copper keitle, airway 
blue, and bluejacket blue. 


Promotion Clinic at Shoe Fair 
[CONTINUED FROM PAGE 36] 


This service set-up by the National 
Shoe Fair is intended to aid shoe men 
whose problems reach out beyond their 
buying. It is designed to assist in in- 
telligent selling and every shoe man in 
attendance at the National Shoe Fair 
may participate in this clinic without 
cost or obligation. It is a service for 
better telling . . . more forceful selling. 
Clinics will be conducted on Monday, 
Tuesday and Wednesday in the Boule- 
vard Room of the Stevens Hotel from 
9.30 a. m. until 5 p. m. on each of the 
three days. 
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STEEL TOE 
SAFETY SHOES 

and 
POPULAR PRICED 

WORK SHOES 
Carried in Stock 
GOODWILL SHOE 
COMPANY 

Holliston, Massachusetts 


Stee! Safety 
Tee 
(Patented) 











Riding Shoes 
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Chain Shoe Store Sales Show Fall Rise 


WasHINGTON, D. C.—Chain shoe store 
sales continued at a relatively high 
level during September, according to a 
statement of the Bureau of Foreign 
and Domestic Commerce based on re- 
ports covering more than 2,600 stores 
in the trade. The 44 per cent gain in 
average daily sales from August to 
September, although somewhat less 
than the usual increase between these 
two months in recent years, represents 
satisfactory improvement in the trade 
since considerable expansion was ex- 
perienced in August. 

September sales exceeded the year 
ago total by a margin of one and one- 
half per cent, after allowance for the 
extra Sunday in the month this year. 
The slight gain in average daily sales 
was not sufficient to maintain average 
sales per store, which declined some- 
what from last September. 

The cost value of inventories held by 
chain shoe stores at the end of Septem- 
ber rose approximately 4 per cent fol- 


lowing an expansion of 8 per cent in 
August. As compared with September 
1939 a 7 per cent rise was recorded. 
The stock-sales ratio for stores report- 
ing both sales and inventories was 1.97 
for September, slightly above the year 
earlier figure of 1.88. 

The reported data on chain store op- 
erations is summarized below. The 
sales figures shown in the table repre- 
sent the amounts actually reported for 
the calendar months indicated while the 
per cent changes in sales given above 
have been computed on a daily average 
basis excluding Sundays and principal 
holidays. The inventory figures repre- 
sent in almost all cases the cost value 
of stocks on hand at the end of the 
month. The ratio of stocks to sales 
presented in this report is based on 
stores reporting both items; it cannot 
be computed directly from this table 
since total sales for the thirty firms 
reporting inventories are not shown 
separately. 


SUMMARY OF SALES AND INVENTORY DATA REPORTED BY CHAIN 
SHOE STORES, SEPTEMBER 1940 


Stores Operated 
Aug. Sept. 
1940 1939 


2,678 2,607 


Number 
of Firms Sept. 
Reporting 1940 
2,693 


Amount 
Aug., 1940 


$11,577,000 


G 
Ss Item 
Net Sales .. 34 
Total 
Inventory 30 
Ratio of Stocks 
to Sales.. 30 


RIDIN 

BOOT 

IN STOCK 

FOR MEN, WOMEN 
and CHILDREN 


Sept., 1939 
$15,187,000 


Sept., 1940 
$14,790,000 


2,318 2,304 2,334 $27,989,000 $26,965,000 $26,242,000 


2,318 2,304 2,334 1.97 2.70 1.88 


ALSO 
JODHPUR & FIELD 
BOOTS 
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Every Time You Sell a Pair, 








Open New Department 


in Detroit Store 


Detroit, MicH.— Berland’s, of St. 
Louis, has established a new shoe de- 
partment in Bedell’s, women’s specialty 
store, Detroit, carrying the Jay Bee line 
of women’s shoes. Harry Samuels has 
been appointed manager of the Detroit 
store. 

Previous to being associated with the 
Detroit store, Mr. Samuels was Cleve- 
land branch manager for Berland’s, 
with whom he has been for the past 


eight years. 





Dayton Retailers Change 
Meeting Date 


Dayton, On10—The November meet- 
ing of the Dayton Shoe Retailers’ Club 


EDWARD BLOMQUIST 
President Dayton Shoe Retailers Club 


has been changed from November 13 
te November 20, due to the Spring 
shoe showings in New York City, which 


will be attended by several Dayton 
dealers. When the dinner meeting is 
held, Spring styles will be discussed 
and reports submitted on the New 
York showings. 

The December meeting will be in the 
nature of the annual Christmas party. 
Tom Mooney, of The Metropolitan, the 
club’s jovial Santa Claus, will don his 
costume and distribute gifts to all at- 
tending. Ed Blomquist, club president, 
will appoint a Christmas party com- 
mittee in the near future to make plans 
for the event. 


Back on the Job 


Detroit, MicH.—David Lieberwitz, 
proprietor of David’s, here, received a 
hearty welcome when he returned to 
his desk, recently, following a severe 
illness. Mr. Lieberwitz had been con- 
fined to Grace Hospital for several 
weeks with an attack of pneumonia. 


Children’s Store Moved 


MIAMI BeaAcH, FLA.— The Walros: 
Bootery is relocating and has moved 
from 932 Lincoln Road to a brand new 
shop at 511. This is a juvenile boot 
ery, owned and operated by Walte: 
Mackauf, and has been in business fo) 
a number of years. 
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G/T SKI BOOT LOOPS, by actual tests, pro- 
vide the strongest available fastenings for ski 
boots. Set in from the edge of the quarter, as 


here shown, these loops provide maximum se- 


curity and insure a smooth means for the move- 


ment of the lace. 


SPORT LACES ... These new round laces are 
designed for use in the SKI BOOT LOOPS — 


and are also well adapted for general sports use. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 
real source of profits. 

Inquiries invited 


357 Feurth Avenue 


WILLIAM ISELIN & Co., INC. 


Branch Offices 
LYNCHBURG, VA. GRAND RAPIDS, MICH. LOS ANGELES, CALIF 
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Jectors... 


for Manufacturers 
and Selling Agents 
of Shoes, Leather 
and Allied Products. 


NEW YORK 








Unusual Sizes Broaden Sales Area 


[CONTINUED FROM PAGE 23] 


year’s gross business to advertising, 
spending 80 per cent in newspaper 
space and 20 per cent on postcards, 
which Mr. Vose addresses himself on 
an addressing machine to a list of 
3500. 

The year’s advertising activities be- 
gin with the January sale, which is ad- 
vertised by postcards alone, the list 
being covered but once. Ten per cent of 
the appropriation is used. In February 
no advertising is done at all. In March, 
April and May 40 per cent of the en- 
tire appropriation is spent in news- 
paper space. In June no advertising is 
done. In July another sale is held, 
which is advertised by postcard only, 
another 10 per cent of ithe appropria- 
tion being consumed. In August no 
advertising is done. In September, 
October and November the remaining 
40 per cent of the appropriation is 
spent on newspaper space. In Decem- 
ber no advertising is done, the usual 
Christmas rush performing all the sales 
effort. 

Mr. Vose relies heavily on manufac- 
turers’ mats for his advertising, and 
states that his ads have produced 
noticeably better results since he be- 
gan to use them some five years ago. 

His mailing list is made up from lists 
of customers, and he also obtains the 
mailing lists of local church papers in 
which he uses occasional small ads on 
a goodwill basis. While dead names on 
the mailing list are changed as often 
as they are found, Mr. Vose believes 
that for neighborhood mailings such 
names do not represent the total loss 
that national mailers consider them 
to be. 

“On many occasions I have had new- 
comers in my neighborhood walk into 
the store with a postcard which had 
been addressed to someone else,” he ex- 
plained, “and tell me that they were 
now living at the house from which the 
addressee had moved and that my card 
had aroused their interest in the shoes 
I offered. 

“Instances like these keep me con- 


stantly convinced of the power of ad- 
vertising for the small neighborhood 
shop. I have estimated that the normal 
turnover in residents of my sales terri- 
tory would be sufficient to put me out 
of business in ten years if I did not get 
my name before the newcomers sys- 
tematically with advertising. It is easy 
to waste money on advertising, but 
when properly administered a very 
small appropriation can be an absolute 
life-saver.” 

“IT have found the most reliable 
sources of credit information to be the 
applicant’s grocery dealer, her butcher 
and her milk dealer,” says Mr. Vose. 

“Many applicants show me their 
credit cards from big department stores 
and ask me to call up those stores. I 
never do, however, for my experience 
has been that many persons who regu- 
larly chisel on their local shopkeepers 
will keep their credit good with the 
metropolitan stores. But I have found 
that if the applicant stands well with 
the groceryman, the butcher and the 
milkman, I can depend on her, too. 

“If a person is a local home owner, 
I consider that a favorable factor. Two 
classes of persons I have found to be 
generally unreliable: renters of small. 
cheap apartments, and anyone at all 
who tries to impress me on the first call 
with the importance of her husband’s 
position or the size of his income. 
*“When such people apply for credit 
Task them to pay cash for the current 
Purchase and leave a credit applica- 
tion with me. That’s usually the last I 
hear of them.” 

Every child who comes into the Vose 
Bootery with an adult gets a lollypop, 
a whistle, a toy balloon or some similar 
gift, regardless of how frequently the 
visits are made, or whether there is a 
purchase in the offing. 

“The younger the child. the more 
particular we are to see that he is not 
overlooked,” says Mr. Vose. “We want 
a visit to our shop to be associated in 
the child’s mind with a pleasant ex- 
perience.” 


CCC Shoe Bids Show 
Advances of 28 to 73 Cents 


Boston, Mass.—Advances of from 28 
to 64 cents a pair for Class E shoes for 
the Civilian Conservation Corps; and 
of 34 to 73 cents per pair in the case 
of Class B footwear, were included by 
low bidders in bids submitted to the 
Boston Quartermaster Depot, where 
they were opened on November 9. 

Furthermore, reflecting the currently 
over-sold condition of the upper leather 
market and the consequent uncertainty 
of getting adequate supplies quickly, 
many firms failed to include in their 
bids the customary schedule of deliv- 
eries, contenting themselves with the 
statement that 100 per cent delivery 
would be made on or before March 15, 
1941. It is reported in the trade that 
most tanneries making the type of 
retan stock used in C. C. C. and Army 
service shoe uppers are sold up and 
cannot make deliveries before next Feb- 
ruary. 

Specifications for both Class E and 
Class B shoes for the C. C. C. call, not 
for the so-called “commercial retan” 
used in work shoes, but for a special 
tannage, or re-tannage, which gives 
the leather a tighter grain and a better 
finish. The difference between these 
two types is that Class E has a cord 
rubber sole, while Class B has a leather 
sole. Bid invitations included 196,236 
pairs of each type. 

Low bidders at the November 9 open- 
ing were: 

Type E—Endicott-Johnson Corpora- 
tion, Endicott, N. Y., 39,696 pairs at 
$2.645; Brown Shoe Co., St. Louis, Mo., 
70,000 pairs at $2.94; International 
Shoe Co., St. Louis, 39,696 pairs at 
$2.94; and Allen-Squire Co., Spencer, 
Mass., 50,784 pairs at $3.01. 

Type B—J. F. McElwain Co., Man- 
chester, N. H., 38,929 pairs at $2.99; 
Hubbard Shoe Co., Rochester, N. H.., 
40,000 pairs at $3.14; International 
Shoe Co., St. Louis, 47,052 pairs at 
$3.14; Brown Shoe Co., St. Louis, 70,000 
pairs at $3.25; and H. H. Brown Shoe 
Co., Worcester, Mass., 41,316 pairs at 
$3.38. 

Other bids ran as high as $3.38 pe 
pair on Class E shoes, up $1.01; and 
as high as $3.62 per pair on Class B 
shoes, up 97 cents. 

At least one manufacturer who had 
contemplated bidding refrained from 
doing so because, although he found 
himself able to cover his requirement: 
for every other part of the shoe, h 
could obtain no assurance that he coul: 
get upper stock sufficiently in advanc: 
of the mid-March delivery date to en 
able him to make as few as 40,000 pairs 
His factory has a rated capacity 0! 
1500 pairs per day. 


To Open Self-Service Store 


Newark, N. J.—Alfred Snitzer has 
taken a lease on a store at 583 Broad 
Street, where he will open a self-service 
shoe store. 








Jon 
DAYS in ‘41 


M is for 132 million people 
M is for the millions of shoes they wear 


M is for the Money they will pay you 
if Men Materials and Merchandise are 
Mobilized for an active sale and service 
year ahead. 


Plan to Meet our Merchants in the NATIONAL SHOE FAIR ISSUE 
of the Boot and Shoe Recorder * * that pre-conditions all 
merchants and shoe men to the Opportunities opening 

with January 6, 7, 8, 9, 1941 af the Stevens Hotel 

in Chicago, the Industry's Greatest Fair. © 


*/V is tor MARKET PLACE, 
NATIONAL SHOE FAIR 
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SALESMEN WANTED 


FOR LEASE 


WANTED TO PURCHASE 





ALESMAN for Oklahoma and Texas to 

carry outstanding line of women’s in stock 
novelty Sport Oxfords and Arch Shoes to retail 
at $1.95 and wp. Interested im experienced 
salesman who has covered territory. Have es- 
tablished business. Commission basis only, pay- 
able weekly until proven deserving of a draw- 
ing account. Give full information in first letter. 
Address Box $941, care Boot & Shoe Recorder, 
1627 Locust Street, St. Louis, Mo. 


ALESMEN wanted for Ohio, West Virginia 

and Pennsylvania. Outstanding line of in- 
stock Women’s Novelty and Sport Shoes. $3.00- 
$4.00-$5.00 retailers. n with established 
trade preferred. Must have car. Commission 
basis. Address $939, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 


XPERIENCED MEN, well .acquainted with 

the trale handling Ladies’ High Styled $2.00 
retailers. A fast in-stock line of prover pat- 
terns made by the best factories in this grade, 
priced right. Commission basis only. Give ful! 
details as to experience, age, territory covered, 
present and past cmployment. Boston Novelty 
+ Corporation, 120 Lincoln Street, Boston, 
Mass. 














POSITION WANTED 


ETAIL SHOE SALESMAN, over 15 years’ 

experience; will go anywhere. Address $876, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


SHOEMAN, 20 years’ experience. 

trustworthy in Management, 
Selling. Eugene Blau, 4416 Hazel Street, Chi- 
cago, Til. 











LINE WANTED 


INE of shoe findings wanted for Eastern 
New York State man with large amv 





IAMI, FLA.—Ideal location for shoe store 
18 x 64 at 231 East Flagler Street. L. 
Lober, owner, 30 Broad Street, New York. 





HELP WANTED 








WANTED: gem ponent young man te 
take i age Brownbilt 
Shee Store. Caos tewn in Indiana, 
doing nice profitable business. 

Address 943 care BOOT & SHOE 
RECORDER, 100 East 42nd Street, 


New York, N. Y 











SHOE STORE WANTED 


OUNG MAN Wants to buy Shoe Store. 

Will pay cash if price is reasonable. Ad- 
dress $940, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 














IN ST. LOUIS STAY A 
jHotel hennox 


Sao anee en tan aaeee 











ing in this territory. on strictly com 
sion basis. Address Box $942, care Boot & 
Lm Recorder, 140 Federal Street, Boston, 
Mass. 


WANTED: Jobbers’ line of Men’s, Women’s, 

and Children’s low priced house slippers for 
St. Louis and vicinity. Many personal contacts. 
Address 3938, care Boot & Shoe Recorder, 1627 
Locust Street, St. Louis, Mo. 








FOR SALE 


S HOE STORE, MODERN, BEAUTIFULLY 

EQUIPPED; X-Ray Machine; Stock Op- 
tional; Nationally advertised brands; reason- 
able rental; fast growing town. Inquire Kirsch 
fate 433 Plandome Road, Manhasset, Long 
sland. 








ESTABLISHED CORRECTIVE SHOE 
STORE with high grade 
ids Cabinet fixtures; ag $3,800 


New York, N. Y¥ 





MERCHANTS’ NEEDS 





IIL AY IIE 


Alter Sho 


Abnorm 


753 trole St., Les Angeles. Cal. 





SHOE STORES WANTED 
FOR CASH 
Men's, women's, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
Unusual references on request. 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














BUYERS OF 


MAN bet oP eee, ETAILERS 
SURPLUS STOCKS 


phone. 

BARSH & CEASAR 
14 8. roe St. Philadel 
hone Market 981: 


hia, Pa. 








WE BUY 
Surplus Wholesale and Retail 
randed Shoes such as 
Florsheim, ne Vital- 
Preserver. 
tonians, Stetson, Red Cross, Nunn- Peo. Fte 
IRVIN RUBIN 
“The House of Jobs’’ 
88 Reade St., Cor. Church 
Phone Barclay 7-7887. New York City 

















Mrs. Gertrude Weyenberg 


MILWAUKEE, Wis.— Mrs. Gertrude 
Dannenfelser Weyenberg, wife of Syl- 
vester A. Weyenberg, vice-president of 
the Simplex Shoe Manufacturing Co., 
died November 1 at her home here fol- 
lowing a brief illness. A native of Wis- 
consin, Mrs. Weyenberg is survived by 
her husband, two sons and her parents, 
Mr. and Mrs. Fred C. Dannenfelsser, 
all of Milwaukee. 











75 cents. 





all other 
desired twelve words should be added for the address. In 


all display clascified advertisements is $5.00 an inch with maximum of 46 words. 
7 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “88 


CLASSIFIED ADVERTISING RATES 
“Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 


the rate is 7 cents per word. Minimum charge, $1.25. 


all other cases each word of the 
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AIRS 





Hard usage, soakings, strains, sudden changes of 
temperature, make strenuous demands on the box toes 
of sport boots and work shoes. 

In Celastic Box Toes, manufacturers and retailers have 
found a product which successfully meets these un- 
usual demands for toughness, strength and form- 
retaining ability.* 

Even the heaviest Celastic Box Toes are easily worked . 
and give accurate reproductions of the toe shape of 
the last. 


ies, “aeeerdad “Juhad™ ans . 
c Double Box Toe...  Celastic Composited Box Toe... 
full size cut boxes made into A single box toe of Celastic material 
toe of the shoe. Adds extra to which a reenforcing piece of 
bulk and strength to entire toe. Celastic has been adhered. Adds 
; , strength and bulk in the reenforced 
part of the foe. t " 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


] 











